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Abstract  
One of the key recommendations of the Communication Task Team Report which analysed the 
communication programme of government post 1994 was that of the introduction of a single 
corporate identity programme for government. It is against this background that various South 
African government departments (national and provincial) including the Eastern Cape 
Department of Social Development introduced their corporate identity programmes. 
Based on the Rotterdam Organisation Identification Test (ROIT) (van Riel et al., 1994), the 
paper analyses the levels to which employees identify with the corporate identity of the 
Department of Social Development. The ROIT scale identifies four variables that impact on 
employee identification which are; employee communication, job satisfaction, corporate culture 
and perceived organisational prestige.  
Design /methodology: Mixed methods approach  
Key words: Corporate Identity, employee identification, employee communication, government  
Paper type: Case study 
 
 
 
 
 
 
 
 
 
 
 
  
Chapter 1: Introduction  
1.1 Background and Context of Research  
The dawn of democracy in South Africa came with the promise of a better life for all delivered by 
public servants to beneficiaries in all facets of society. Established in 1997, the Department of 
Social Development (Welfare) has a mandate of providing social welfare services to the 
vulnerable groups in society, in an approach that favours a developmental paradigm.     
The vision of the department on which its corporate identity is premised is that of: creating a 
caring society for the protection and development of the poor and vulnerable towards a better 
life for all. This vision links with the broader government vision adopted in 1994 of creating a 
better life for all.  
Olins (1995) states that the central idea or vision is the force that drives the organisation and 
that it is almost always the base from which a successful identity programme can be developed.  
As part of the provincial administration and as dictated through the Eastern Cape Corporate 
Identity guidelines, the department utilises the provincial coat of arms as its primary visual 
symbol of corporate identity. 
Olins (1996) has been cited in Van Tonder and Lessing (2006) work as having stressed that the 
“visual promise” of corporate identity must be underpinned by an improvement in the 
communications or behavior of the organisation. This statement stresses the importance of 
corporate identity with reference to how an organisation behaves towards its stakeholders, both 
internal and external. Woods (2004) agrees with this statement and points out that identity 
includes design aspects such as logos, colour, typeface and house style but also embraces less 
tangible elements such as behavior, culture, values, missions, communication style and 
associations (with personalities, charities, political parties or other organisations via donations 
and sponsorships). 
Olins (1995) notes that corporations are still struggling to understand the issue of identity and 
they are not aware that identity is a major resource for instituting change.  
According to Bezuidenhout and Van Heerden (2003), the government departments of South 
Africa as non-profit organisations do not deliver tangible products, but they deliver a variety of 
services to the people of South Africa as their primary function. Bezuidenhout and Van Heerden 
(2003) stress that it is important to establish an umbrella identity for government because there 
  
are so many departments operating on different levels of the community. They further state that 
each of these departments has its own identity transmitting a specific message, but it is also 
important that the government as a whole sends out one coherent message reflecting its unified 
personality.  
The focus of this treatise is on the behavioural elements rather than the visual elements. In the 
South African government as a whole, the constructed behavioral elements of government are 
rooted in the eight principles of Batho Pele (People First) (South African Government Corporate 
Identity Guidelines: 2005) and all spheres of government subscribe to these.  
To distinguish itself from other government departments, the Department of Social Development 
developed its own values – “the standards to which the employees must adhere as they strive to 
fulfill common strategic objectives” (Golubova 2009).  
Social Development’s values are:  
 Respect for a person’s knowledge and resources, as well as their potential to develop 
and change.  
 Recognition of the rights of all to participate fully in exercising control over and being 
accountable for their own lives, and accessing their share of societal resources.  
 A commitment to facilitating social processes towards relationships that builds effective 
and healthy organizations, communities, and ultimately a just and equitable society.   
 Absolute integrity  
 A culture of honesty  
 Loyalty  
 Professionalism  
 Acceptance of responsibility and accountability  
 Striving for and maintaining credibility  
 High standards of service delivery  
 A sense of pride in belonging to the Department, and  
 Sanctioning bad and rewarding good behavior 
 Ref: www.socdev.ecprov.gov.za  
 
 
 
  
1.1.2 Rationale of the study  
Corporate identity in the South African government was formally introduced as a result of the 
recommendations of the Communication Task Team’s final report, Communication 2000: A 
vision for government communication in South Africa (1996). 
The Communication Task Team (Commtask) report identified a failure from the government’s 
side to present a coherent visual corporate identity to the public. The study found that this 
(failure) “is reflected in a diverse array of stationery, in the failure to identify public buildings 
outside or to supply adequate signage inside, the way government presents to the public 
telephonically and by letter, etc. This must form a critical part of the dialogue that government 
must develop with society. Government must be seen to be transparent, accessible and, 
indeed, part of the fabric of society”.  
Based on this finding, it was therefore recommended that all government buildings have 
recognisable corporate imaging and that documents and other products have a design or official 
logo that makes them easily identifiable and accessible.  
The recommendation cited above focused on the visual aspects of corporate identity, namely; 
logo, design, name and other relevant symbols.  
It is through the report, Imaging Government – New Corporate Identity for Government (1999) 
that government started to make reference to the behavioral elements of corporate identity.  
This report suggested that: A corporate identity programme will allow government to interrogate 
the values for which it stands and to develop a programme and message for how government 
staff treats the public for the following reasons: 
 To educate the public in order to recognise and assimilate government information 
 To sign post government as a visible, accessible environment 
 To create a culture of service to the public – for government staff as ambassadors  
 To show a government at work for a better life. 
The preface to corporate identity guidelines of the South African government also touches on 
the behavioral elements as it suggests that it is: 
“In keeping with the principles of Batho Pele (People First) and in fulfillment of the 
commitment to the highest standards of service delivery, government seeks to project a 
  
distinct and uniform corporate identity to the public. Any interactive work undertaken by any 
organ of State should reflect the dignity and aura of a government based on the will of the 
people”. 
This treatise therefore presents an analysis of the extent to which internal stakeholders of the 
department support the department’s corporate identity through behavioural implementation of 
the identified vision, mission and values.  
1.2 Research problem  
The strategy of the Eastern Cape Department of Social Development is anchored around three 
pillars which are; 
 Development, the focus is on developing vulnerable individuals, groups and 
communities to become self-reliant.  
 Care, provision of care and support services to victims of abuse and violence. 
 Protection, to provide protection services to vulnerable publics.  
In 2007 the Eastern Cape Department of Social Development introduced a new corporate 
identity, coupled with a changed approach in the manner of delivering services to the people. 
This study seeks to analyse the extent to which that identity has been internalised and is 
supported by employees of the department. The focus of the treatise is more on the behavioral 
elements of corporate identity than on the visual elements.  
The phenomenon of corporate identity management within the South African government is a 
relatively new concept as it was formally introduced only in 1996 and since implementation in 
government no further research has been conducted to analyse the internalisation of the 
strategy by employees. 
1.3 Research Question  
This study aimed to provide perspectives that could help answer the following research 
question:  
“To what extent do employees identify with the constructed corporate identity of the Eastern 
Cape Department of Social Development in terms of behaviour?” 
 
  
1.4 Aim 
The aim of the study is to assess the levels to which employees of the department identify 
(understand) themselves with the elements of the department’s corporate identity.  
The aim is centred on the belief that the success of a corporate identity programme can largely 
be measured against the extent to which employees of that institution identify with that identity 
and therefore are able to enact the identity elements constructed.  
1.5 Objectives  
The objectives of the study are to; 
 analyse the extent to which employees understand the department’s corporate identity, 
 analyse the extent to which employees identify with the constructed corporate identity of 
the department, 
 determine the extent to which employees are willing to support the constructed identity 
through appropriate behaviours. 
1.6. Preliminary Literature Review  
This study measures corporate identity based on the Rotterdam Organisation Identification Test 
(ROIT) (van Riel et al., 1994) which identifies four variables that impact on employee 
identification namely; employee communication, job satisfaction, corporate culture and 
perceived organisational prestige. This section will introduce key literature in relation to the topic 
to be discussed. 
Ashforth & Meal (Smidts, van Riel and Pruyn: 2000) suggest that employees who identify 
strongly with their organisation are more likely to show a supportive attitude toward it, and to 
make decisions that are consistent with organisational objectives (Simon: 1997).   
According to van Riel, Smidts and Pruyn the ROIT reveals the degree of acceptance by 
personnel of the desired corporate identity as articulated by senior managers. Van Riel and 
Fombrun (2007) state that the ROIT instrument is designed to measure the impact of the 
aforementioned antecedents on employee identification with the company. A ROIT survey 
according to van Riel and Fombrun (2007) enables organisations to develop indicators of the 
degree to which their employees identify with the company as a whole or only with the function 
or unit of the organisation they work. It is also believed to provide valuable information about 
  
how to improve employee identification by targeting the key antecedents of identification. Van 
Riel and Fombrun (2007) reveal that empirical research already conducted using the ROIT 
instrument, often pointed that employee identification with companies is strongly influenced by 
two key predictors: (i) employee perception of the company’s reputation, and (ii) by employees’ 
own job satisfaction. For van Riel and Fombrun (2007), this confirms the fact that employees 
are key stakeholders to whom managers must target both morale enhancing and reputation 
building activities. It is within this context that the study seeks to examine the extent that 
employees identify with the corporate identity of the department. The ROIT instrument is used 
because it is understood to be one of the empirical instruments that can be helpful in assessing 
the levels of identification from the behavioural perspective (van Riel and Fombrun: 2007). As 
illustrated in figure 1, the ROIT instrument has four modules.  
 
 
 
 
 
 
 
 
 
 
Figure 1: Measuring organisational identification using ROIT. Source - Van Riel and 
Fombrun: 2007. 
1.6.1. Defining Corporate Identity 
Corporate identity is undoubtedly one of the key areas that organisations need to focus on to 
ensure growth and success of their organisations. Corporate identity according to Yadin (2002) 
is the tools and techniques through which an organisation projects its personality and 
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represents itself in the market place. Everything is carefully tailored to affect the way in which it 
is perceived. The way in which an organisation is perceived internally and externally is very 
important for the bottom line.  
When defining the concept Van Tonder (1999) also brings forth the need for companies to 
distinguish themselves from others. He defines corporate identity as an assembly of visual cues 
– physical and behavioral – by which an audience can recognise and distinguish the company 
from others, and which can be used to represent or symbolise the company. This according to 
Olins (1995) is the explicit management of all the ways in which the organisation presents itself 
through experiences and perception to all of its audiences. The experiences of customers and 
the perceptions that they formulate are equal to the organisations corporate identity.  
Similarly, Wood (Theaker et al: 2004) states that corporate identity refers to the combinations of 
ways in which an organisation’s personality is expressed.   
Albert and Whetten (1985) use the term organisational identity and they suggest that it is 
generally defined as those characteristics that are central to an organisation, distinguish it from 
other organisations and have been part of the organisation for a very long period of time. 
This study is premised on the belief that a corporate identity has to do with more than just visual 
aspects. This belief is supported by researchers in the field of corporate identity (Olins: 1995, 
Van Tonder: 2003, Wood: 2004) argue that to define corporate identity one must look beyond 
the visual aspects but Skinner, Von Essen and Mersham’s (2001) definition of the phenomenon 
focuses on the visual aspects. They suggest that corporate identity is the visual system for 
controlling ‘how you look’. A different view to corporate identity is offered through collaboration 
between Mersham, Rensburg, Skinner (1995) who notes that corporate identity consists of the 
essential qualities attributed to the organisation. It is how the organisation wants itself to be 
identified and how it sees itself. 
Van Rekom, Van Riel and Wierenga’s (1991) definition tie together a number of features that 
are critical; they argue that it is the self-presentation of an organisation through behaviour, 
communication and symbols. 
Van Riel and Fombrum (2007) suggest that “identity” consists of the collection of attributes that 
members use to describe an organisation; they are the means through which a company 
manifests its “personality” to the world. They further suggest that all self-expressions of a 
company can be classified into one of the following forms: 
  
 Communication: companies reveal their identity through verbal messaging. 
 Behavior: Companies reveal their identity through the initiatives they support and the 
behavior they enact. Action is by far the most important medium through which identity is 
expressed.  
 Symbolism: Companies reveal their identities through the use of visual and audible 
symbols. Logos, signs, sounds and taglines can be used to harmonize with other 
expressions of corporate identity and create identifiers for what the organisation stands 
for. 
Barker and Angelopulo (2006) mention that corporate identity is one of the more prominent 
aspects that many organisations consider when defining their relationship with customers, 
personnel and other important stakeholders.  
Olins (1999) registers his concern in that the term corporate identity is normally lost in 
translation due to the fact that it is loosely used interchangeable with corporate image. This can 
be attributed to the research findings (Dutton, Dukerich and Harquail: 1994, Lievens, Van Hoye 
and Anseel: 2007, Bartel: 2006; Smidts, Van Riel and Pruyn; 2000) that highlighted that 
employee identification with the corporate identity is also influenced by the image held by the 
external stakeholders of the organisation about the organisation. This therefore suggests that 
beyond the management of corporate identity internally and all initiatives put in place to support 
it, the views of clients and other external stakeholders are very critical in employee identification.   
Moreover, Van Riel and Fombrum (2007) cite the work of Albert and Whetten (1985) who 
suggested that, to assess the identity of an organisation, one should use the viewpoint of its 
own members as a starting point, and define it against three criteria, namely; centrality, 
continuity and uniqueness.  While Olins (1995) suggest a few rules which are associated with 
identity namely; identity is about change to happen and emphasizing that change has taken 
place, deals with both internal and external audiences, is a design marketing, communication 
and human resources tool, should influence every part of the organisation and every audience 
of the organisation and is an economical resource or what has to be done.   
Van Riel and Fombrum (2007) further suggest that; a common way to measure core identity 
features involves; (i) interviewing a representative set of employees and consulting a 
comprehensive list of those attributes most frequently mentioned, and (ii) surveying a 
representative sample of employees to determine which characteristics are seen as most typical 
of the company.  
  
Olins (1989) identifies a number of reasons why organisations plan and implement corporate 
identity strategies and one of those reasons stated is the need for organisations to generate 
among staff a collective feeling of belonging and to strengthen links between the organisation 
and its internal and external stakeholders. Waerass (2008) quote the work of other theorists 
(Aaker, 2004; Bickerton, 2000; Olins, 1989, Van Riel and Fombrun; 2004), who suggests that 
for a successful implementation of a corporate identity programme, an organisation must seek 
to integrate and communication messages be consistent across all boards. 
This view is supported by Mitchell (2002), who recommends that companies should look at 
linking internal and external marketing to ensure a successful corporate identity strategy 
because ‘employees need to hear the same messages that are sent out to the market place’. 
Wood (2004) argues that a public relations perspective into corporate identity formulation should 
involve a range of stakeholders in a dialogic (or two way) process to allow key stakeholders an 
influence. She further argues that appropriate methodologies should be devised to ensure that 
identification of a strategically important identity is informed by an organisation’s current and 
projected situation as well as stakeholder expectations.  
Olin’s (1989) is also cited as having stated that, where a corporate identity programme is truly 
integrated, where it involves every element, where it is communicated with consistency and 
commitment, it has a chance.  Having a consistently defined and communicated identity is 
assumed to give a number of benefits in terms of identification and differentiation (Aaker: 1991), 
increased credibility, and employee commitment (Aaker and Joachimsthaler: 2000; Fombrun 
and Van Riel: 2004), and ultimately in creating a strong reputation (Fombrun and Van Riel: 
2004). 
However, Waerass (2008) argues that it is difficult for most public sector organisation to become 
coherent corporate brands, as they often have multiple identities ‘by default’ and must retain 
some level of inconsistency in order to serve the public, which itself is inconsistent. To support 
this argument the work of theorists such as Christensen et al. (2005); Leitch and Richardson 
(2003) criticises the notion of consistency in relation to corporate identity. They argue that to be 
able to deal with the challenges of the postmodern society, organisations need to nurture 
internal variety and speak with many voices (Christensen et al: 2005).   
Waerass (2008) further states that due to the unclear environment, inconsistent and complex 
nature of public sector organisations a certain level of flexibility is required to enhance a positive 
  
brand image and reputation. Waerass (2008) further calls for public sector organisations to be 
more realistic in self-presentation where different identities and values are displayed to different 
audiences. 
Simoes, Dibb and Fisk (2005) suggest that corporate identity can be reflected in the 
organisational climate and mission and in the values and beliefs shared among the firm’s 
members. They (Simoes, Dibb and Fisk: 2005), state that organisational literature (Sutton and 
Callahan: 1987) stresses senior management’s role in image development and in the 
construction of organisational identity.  
The role of the leadership in building an identity of an organisation is also identified as being 
crucial in a paper published by Emerald (2011), as it is suggested that leaders often align their 
behavior with the goals of the organisation even at the expense of their personal interests and 
staff will follow suit. This paper further proposes that, the more strongly leaders identify with 
their organisation, the more their followers identify with the organisation.  
They further suggest that the identity of the corporation must be so clear that it becomes the 
yardstick against which its products and services, behaviors and actions are measured. This 
means that the identity cannot be simply a slogan, or a collection of phrases: it must be visible, 
tangible and all embracing. Everything that organisation does must be an affirmation of its 
identity. 
Melewar and Jenkins (2002) cite the work of Kiriakidou and Millward (2000), who suggest that it 
is through employee behaviour that the unique characteristics of the organisation are exhibited 
to external stakeholders, supposedly reflecting how the corporation ‘thinks, feels and behaves.’ 
Therefore the manner, in which government delivers its services to beneficiaries, communicates 
and behaves towards its internal and external stakeholders must showcase a government 
committed to building a better life for all.  
In this study the focus is on assessing the extent to which employees act in support of the 
corporate identity of the department. The next section of this paper deliberates on various 
concepts that are important when discussing the issue of identity and identification within an 
organisation.  
 
 
  
1.6.2 Employee identification  
When discussing the issue of employee identification of employees with their organisation 
theorists (Smidts, Van Riel and Pruyn: 2000; Pratt: 1989 and Turner: 1987) draw on the Social 
Identity Theory. The Social Identity theory developed by Tajfel and Turner (1979) to understand 
intergroup relations and group processes is based on the assumption that individuals have a 
basic need for positive self-esteem, and that self-esteem is wrapped in both personal and social 
identities (www.simplypsychology.org/social-identity-theory.html).  
According to Tajfel (1981) social identity is “that part of the individual’s self-concept which 
derives from their knowledge of membership of a social group, together with the value and 
emotional significance of that membership”. 
Consistent with this view, Pratt (1989) and Turner (1987) (quoted in Smidts et al., : 2000) 
suggest that there are two basic motives for identification that can be derived: (a) the need for 
self catergorisation which requires the differentiation between in-group and out-group, and (b) 
the need for self-enhancement which requires that group membership is rewarding. Smidts et 
al. (2000) suggest that the first motive involves clarifying in-group / out-group boundaries, which 
according to Tajfel (1981) may help in defining “the individual’s place in society”. Fisher and 
Wakefield (1998) purports that the second motive can be established by associating oneself 
with a successful organisation and would seem to be dependent on the attractiveness (Dutton, 
Dukerich and Harquail: 1994) or perceived organisational prestige of the organisation (Mael and 
Ashforth: 1992). So, it is critical that organisations develop a corporate identity programme and 
that be communicated to every member of the organisation for internalization. In simple terms, 
this refers to the management of the identity of an organisation.   
Turner, Oakes, Haslam and McGarthy (1994) suggest that managing organisational 
identification would require an instrument that facilitates the categorization process, whilst Pratt 
(1998) suggests an instrument that enhances the perceived value of group membership by 
emphasizing “positive group distinctiveness” (Smidts et al. : 2000). 
According to Ashforth and Mael (1996), organisational identification may induce employees to 
behave in accordance with the company’s identity, reputation and strategy. Zeithaml and Bitner 
(1996) consider such behaviour to be of importance especially in organisations delivering 
services. They (Ashforth and Mael: 1996) suggest that in these organisations employees play a 
vital role in delivering quality services and achieving customer satisfaction. This study is based 
  
on the notion that success in government is largely dependent on the quality of service 
delivered by public service employees. Hence the focus is much more on the behaviour of 
employees in support of the department’s goals as part of government.  
Similarly, Smidts, Van Riel and Pruyn (2000) refer to the work of Mathieu and Zajac (1990) and 
Randal (1990) which revealed that strong identification on the part of employees may positively 
contribute to a company’s success, while Hunt, Wood and Chonko (1989) have been cited as 
saying that this may explain the superior and sustained performance of some corporations. 
Hence organisations, according to Cheney (1983) and Pratt (1998) should engender 
identification to facilitate their functioning. 
1.6.3 The impact of employee communication on organisational identification   
Internal Communication according to Borsese, McDowall and Andrade (2003) is defined as 
“everything that a company does to build awareness, understanding, commitment and 
alignment to the overall goals and objectives of the company; it is about everything a company 
does to build employee awareness and understanding which leads to live the behaviour 
associated with the corporate strategy, principles and values”.   
It is based on this definition that the study will also attempt to analyse the impact of internal 
communication in achieving organisational identification within the Eastern Cape Department of 
Social Development.  
A study conducted by Smidts, Van Riel and Pruyn (2000) in a customer service organisation 
revealed that communication affects organisational identity more than perceived organisational 
prestige (PEP). They (Smidts, Van Riel and Pruyn: 2000) propose that these results suggest 
that the importance of how an organisation communicates internally is even more vital than the 
question of what is being communicated.  
Discussing the issue of communication, Van Riel and Fombrun (2007) propose that the work of 
communication specialists consists of preparing and executing projects that increase the 
involvement of internal stakeholders and improve the opinions external audiences have of the 
organisation.  
Van Riel and Fombrun (2007) further suggest that management (internal) communication is not 
only a task that takes place at the top of the organisation. They (Van Riel and Fombrun: 2007) 
  
cite the work of Pincus et al. (1991) who proposes that all levels rely on communication in order 
to achieve the following:  
 Develop a shared vision of the company within the organisation; 
 Establish and maintain trust in the organisation’s leadership; 
 Initiate and manage the change process; 
 Strengthen the identification of employees with the organisation. 
The extent to which the department’s vision is shared amongst its employees will be examined 
in this study.  
1.6.3 Job satisfaction  
A study conducted by Ma and Lai (year unknown) on antecedent for job satisfaction and 
behavioural reactions revealed that “building a strong corporate identity and image is vital not 
just for improving performance, it also aims to encourage workforce’s positive attitude towards 
companies thus enhancing firm’s competitive edge”.  
Job satisfaction according to Ma and Lai (year unknown) refers to “a person’s evaluation of his 
or her job and work context, such as job characteristics, work environment, and job content. It is 
an appraisal of the perceived job characteristics and emotional experience at work”. They 
further suggest that satisfied workers have a favorable evaluation of their job based on their 
observations and emotional experience. To Riordan et al. (1997), job satisfaction is an important 
indicator of employees’ relationship to the organisation.  
Researchers in the field (Porter et.: 1974, Hackman et al., 1975, Riordan et al., 1997, 
Rousseau, 1998) cited in Ma and Lai’s work suggest that job satisfaction is important because 
various studies conducted found that it is linked to organisational commitment and motivation of 
employees, which in turn influences employees identification with the organisation thus eventual 
may influence employees’ decision to stay with the organisation or not.  
Ma and Lai (year unknown) argue that staff retention can influence organisational performance 
because employees with job satisfaction are supposed to be more committed and willing to take 
a step further or an extra mile to achieve organisational goal and try to meet customer needs 
and therefore they (Ma and Lai) see that job satisfaction can be reflected in employee’s 
identification with the organisation. Harrison (2000) acknowledges that gauging job satisfaction 
  
may be hard but it should be noted that employee’s perception about the organisation and their 
jobs will act as a filter through which all communication reaches them.  
Employees who are satisfied with their jobs are more likely to speak favourably about their 
organisations to their friends and acquaintances. This therefore suggests that job satisfaction 
can play a major role in the identification process. Therefore the extent to which job satisfaction 
has impacted on the identification with the corporate identity within the department will be 
studied further.  
1.6.4 Corporate culture  
With regards to corporate culture, Cameron and Quinn (1999) define this concept as “the taken 
for granted values, underlying assumptions, expectations, collective memories and definitions 
present in an organisation”. According to Balmer and Greyser (Golubova: 2009), culture 
provides employees with a sense of identity and commitment to a set of values and beliefs; it 
also refers to how employees identify themselves with the organisation through values, beliefs 
and assumptions of the company’s historical roots and traditions. 
A study by Melewar and Jenkins (2002) cite Hatch and Schultz’s (1997) argument, which 
suggest that organisational culture is not a determinant or variable of corporate identity, but is in 
fact a ‘context within which interpretations of organisational identity are formed and intentions to 
influence organisational image are formulated’.  
1.6.5 Perceived organisational prestige 
A study by Carmeli, Gilat and Weisberg (2006) revealed that perceived external prestige is 
positively related to member cognitive identification. They (Carmeli, Gilat and Weisberg: 2006) 
define perceived external prestige as ‘an employee’s assessment about the things her or his 
organisation represent and stand for’.  
In their study of organisational identity Ma and Lai (Year Unknown) suggest several advantages 
of using corporate identity as a strategic tool. Citing the work of other theorists, (Balmer: 1995; 
Downey, 1986; Gray and Smeltzer: 1985) they propose that corporate organisations identity 
“can help recruit high-caliber personnel”.  
Ma and Lai (Year Unknown), further cite that Highhouse et al. (2003) indicated that company 
prestige, such as status and reputation, was a popular factor used to assess and measure staff / 
  
employees’ intended reaction toward the organisation. This literature review will be expanded 
on in Chapter 2.  
1.7. Research Design and Methods  
This study adopted an explorative approach, focusing primarily on qualitative data. However, to 
investigate the objectives of the study a mixed methods design was used.  
Using Van Riel’s (1994) four focal points of the Rotterdam Organisational Identification Test 
(ROIT) the research explored the levels to which employees identify with the corporate identity 
of the Department of Social Development.  The ROIT scale identifies four variables that impact 
on employee identification which are; employee communication, job satisfaction, corporate 
culture and perceived organisational prestige. 
1.7.1. Sampling Procedure and Inclusion Criteria 
1.7.1.2 Survey by questionnaire 
A survey by questionnaire was used to assess the levels to which employees have internalised 
the corporate identity of the department. A convenience sample was drawn from male and 
female employees of all ages working for the department at Head Office, Nelson Mandela Metro 
and Alfred Nzo District Offices. The two district offices are targeted to ensure that the survey 
also covers employees who are interacting with stakeholders on a daily basis. They were 
selected based on the fact that they service urban and rural areas respectively. The survey was 
distributed via-mail to 820 employees in the targeted offices. The survey will be selected to all 
employees to e-mail. Consent to participate was obtained through the participant’s filling in the 
consent form on the questionnaire. 
An analysis of data to extrapolate descriptive statistics was then conducted. The information will 
be used to determine the extent of identification based on the four constructs identified. The 
results were also used to identify trends with regards to the subject matter that could be further 
explored in the focus group interviews. 
 
 
 
  
1.7.1.3 Individual interviews  
To assess the extent to which managers understand and support the corporate identity of the 
department, individual interviews were conducted.  These interviews were also utilised to 
analyse the desired corporate identity from the managers’ perspective. 
1.7.1.4 Semi-structured group interviews 
To further investigate the extent to which members of the department identified with the 
construed identity of the department, focus group interviews were conducted. 
The focus groups interviews were arranged into three groups in line with the identified targeted 
offices. Each group consisted of between 10 to 15 employees of the department.  
1.7.2 Procedure 
A comparison of the responses of each group was made through an analysis of the responses 
received.  
The participants were first introduced to the topic discussed and the aim and objectives of the 
research were explained. The facilitator leads the discussions with questions and the research 
assistant collected the data. Data from all aspects of the study was analysed and the results are 
explored in chapter 4 of this treatise. 
1.8 Delimitations of the Study  
This study focused on the extent of identification with the corporate identity of the Eastern Cape 
Department of Social Development. The participants were drawn from only three offices and are 
therefore not representative of the broader Social Development community. It is however 
possible to draw certain conclusions from the study given that the participants are members of 
the department.   
1.9. Definition of terms  
In this treaties corporate identity is defined as the self-presentation of a company (Fourie and 
Holtzhausen: 2009) consisting of cues that a company offers about itself via behaviour, 
communication, and symbolism which are forms of self-expression of a company to internal and 
external stakeholders (Van Riel and Fombrum; 2007).  
 
  
1.10 Conclusion  
This chapter has introduced the topic of the research and set the context for the study that was 
conducted. The next chapter will explore the existing literature on corporate identity and 
identification, drawing on theorists in organisational identity, internal communication, job 
satisfaction, perceived external prestige, corporate culture and internal branding in more depth. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
CHAPTER TWO: LITERATURE REVIEW  
This chapter will further explore the construct of identity and identification and related theories 
as identified in the preliminary literature review and will form the basis of the theoretical 
framework of this study.  
2.1 Identity and identification  
Identity and identification, according to Albert, Ashforth and Dutton (1999), are powerful 
constructs that speak to the very definition of an entity – an organisation, a group, a 
person…they have been subtext of much organisational behaviour. Van Riel and Fombrun 
(2007) suggest that ‘a company’s identity matters because it creates identification’.  
According to Dutton, Dukerich and Harquail (1994) identification has the following benefits: 
 The greater the strength of organisational identification, the more a member will seek 
contact with the organisation, 
 The stronger the organisational identification, the greater a member’s cooperation with 
other members of the organisation,  
 The greater the strength of organisational identification, the greater a member’s 
competitive behaviour directed towards out-group members, 
 The stronger the organisational identification, the more often a member exhibits 
organisation citizenship behaviour.  
 The greater the strength of organisational identification, the more members will evaluate 
the perceived organisational identity and construed external image as attractive.  
All of these points that corporate identity is not important without identification. Therefore 
organisations must seek to ensure that their employees buy to its vision, mission and values for 
a productive and performance focused organisation. 
Hatch and Schultz (2007) propose that the discussion of identity within the organisational 
literature has developed around the concept of organisational identity, while the marketing 
literature focuses on corporate identity. To them (Hatch and Schultz: 2007), organisational 
identity refers broadly to what members perceive, feel and think about their organisations. They 
further suggest that organisational identity is assumed to be a collective-shared understanding 
of the organisations distinctive values and characteristics. Quoting the work of Abratt (1989), 
  
Balmer (1993), Olins (1989); Hatch and Schultz (2007) suggest that corporate identity differs 
from organisational identity in the degree to which it is conceptualised as a function of 
leadership and by its focus on the visual.  
While this study agrees that visual elements are important to communicate an identity, it also 
suggests that the ‘less tangible’ aspects of corporate identity such as behaviour are as much 
critical. It is on this basis that the study suggests the development of strong relations between 
the marketing department and the corporate communication department of an organisation to 
ensure identification. Thus what is promoted through marketing and advertising must be 
experienced by stakeholders when interacting with the company. Therefore, for the purpose of 
this study the term ‘corporate identity’ and ‘organisational identity’ will be used interchangeably. 
This is due to the idea that both concepts are concerned with the relationship of the company 
and their stakeholder as far as identity and identification is concerned.   
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Figure 2.1: Linking identity and identification Source: Van Riel and Fombrun: 2007 
  
In their study of Identity and Organisational Identification, Van Tonder and Lessing (2003) 
conclude that the definition and application of the identity concept in organisational functioning 
has gone full circle. They further state that there are “calls” in the corporate identity field for the 
concept to incorporate a greater emphasis on the psychological and inherent character of the 
organisation, as opposed to the traditional view of corporate identity focusing on the 
organisations appearance and visual attributes.  To Van Tonder and Lessing (2003), this signals 
that contemporary views of corporate identity are converging with the classical perspectives of 
organisational identity, which in turn is firmly rooted in a psychological view of identity. In a study 
on corporate identity Holtzhausen (2008) found that contrary to other studies, visual corporate 
identity did not impact on employer employee relationships. However, the non-visual elements, 
especially the company values and objectives did influence employer-employee relationships.  
Kiriakidou and Millward, 2000; Melewar and Wooldridge, 2001; Korver and van Ruler, 2003; 
name three groups of non-visual identity elements: company values, company objectives and 
company structure. They suggest that a company’s values demonstrate the company’s 
commitment towards its stakeholders and the environment in which it operates in all aspects of 
business ventures as well as the true essence of the company that manifests itself in the 
companies’ behaviour and performance (Holtzhausen and Fourie: 2009). While objectives 
according to Le Blanc and Nguyen, 1996; Kiriakidou and Millward, 2000; Melewar and Bains, 
2002 are aims a company aspires to in an attempt to keep the company responsible in all its 
activities (Holtzhausen and Fourie: 2009). The company structure refers to both the 
communication lines and the reporting responsibilities in the company as well as the virtual 
structure of the company, in other words how the company structure is viewed by the different 
stakeholder (Melewar and Wooldridge, 2001; Korver and Van Ruler, 2003). Holtzhausen and 
Fourie (2009) used this classification of non-visual identity with the classification of visual 
identity elements to develop their model of corporate identity management. In their model 
(Figure 2.2) Holtzhausen and Fourie focus primarily on behaviour of management towards 
employees. They suggest that it is easier to manage the behaviour of management that to 
control behaviours of individual employees. 
 
 
 
  
Corporate identity management      Relationship management 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.2. Relationship between non-visual corporate identity elements and employer 
relationships. Sourced from Holtzhausen and Fourie (2009) p. 336.  
However Van Tonder and Lessing (2003) note that there has been an increase in interest in the 
corporate identity phenomenon and organisational identity. They (Van Tonder and Lessing: 
2006) attribute this upsurge of interest in the perceived utility value of the concept of identity and 
identification in part to the rediscovery of the importance of “meaning” in organisational 
functioning (Albert, Ashforth and Dutton: 2000) and the insight into the character and behaviour 
of organisations and their members, that are generated by the concepts (Gioia, Schultz and 
Corley: 2000).   
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Albert, Ashforth and Dutton (1999) state that ‘an organisation must reside in the heads and 
minds of its members’ and therefore it becomes critical to have internalised cognitive structure 
of what the organisation stands for and where it intends to go, a clear sense of organisation’s 
identity. They suggest that ‘a sense of identity serves as a rudder for navigating difficult waters’. 
Organisations therefore must take a conscious decision to establish a corporate identity and 
promote it to its stakeholders. Managers, suggests Van Riel and Fombrun (2007), can increase 
employee identification in two ways: by tweaking the human resource management systems 
(reward and recognition practices, appraisal processes), and by guiding the communication 
system.  
Identification according to Van Riel and Fombrun (2007) is influenced by both internal and 
external management communication. They suggest that internal communication enhances 
identification in the following ways:  
 When employees perceive that they are receiving enough information to do their jobs, 
 When employees perceive that they are receiving enough information about what the 
organisation as a whole is doing, and  
 When employees perceive that they are taken seriously by their managers.  
On the other hand, external communication (Van Riel and Fombrun: 2007) is thought to 
enhance identification when the organisation is able to secure a favourable reputation from its 
communication externally. Dutton and Dukerich (quoted in Van Riel and Fombrun: 2007) refer to 
this as “perceived external prestige” and Van Riel and Fombrun (2007) suggest that the higher 
the organisations perceived reputation, the more likely are employees to feel positively towards 
the organisation (Mael and Ashforth, 1992). Perceived Organisation Prestige and related 
concepts are discussed further down in this chapter.  
Dutton, Dukerich and Harquail (1994 – quoted in van Riel and Fombrun: 2007), also suggest 
that identification also promotes self enhancement and enables employees to feel valued in 
their work and to link their own success to that of the company. Van Riel and Fombrun: 2007 
puts the challenge to managers to ensure that employees identify with the right parts of the 
company. Based on the Social Identity Theory, researchers suggest that employees will identify 
strongly with groupings closest to them and through which their needs are met (Van Riel and 
Fombrun: 2007, Ashforth and Mael: 1989, Handy, 1992). Therefore employees will identify more 
with their business units that the company as a whole. Van Riel and Fombrun (2007) also cite 
studies conducted at the Corporate Communication Center at Erasmus University which 
  
demonstrates that identification with the business unit is always higher than with the 
organisation as a whole. Bartels (2006) agrees with this view and suggest that this is merely 
because of the fact that organisations are more than just holistic identities. Drawing on the work 
of Ashforth and Johnson (2001), Bartels state that organisations often consist of multiple 
organisational layers; workgroups, divisions or business units with which employees can 
identify.  
According to Ashforth and Johnson (2001) identities could be cross cutting and/or nested, 
meaning that an identity cuts vertically through organisational levels, while nested identities 
emphasise the idea that identities manifest themselves in the form of the various organisational 
levels. Figure 2.3 shows a summary of their model. 
 
 
 
 
 
 
 
 
 
 
  
Figure 2.3: Nested and cross cutting identities in organisations (Ashforth and Johnson, 
2001.) sourced from Bartels, 2006, p 15.  
This gap in levels of identification according to Van Riel and Fombrun (2007) is not a cause for 
much concern but it requires management so that ‘local identification’ is not higher than the 
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aligned to the constructed identity of the overall organisation. This is to minimize the 
development of the “us and them” or “we-they” dynamic.  
2.2. Corporate Culture  
Hatch and Schultz (2007) believe that culture, identity and image form three related parts of a 
system of meaning and sense-making that defines an organisation to its various constituencies. 
In his study of organisational culture Mofomme (2001) argues that organisations are lifeless 
entities that require people to give them life and make things happen. He suggests that 
managers give meaning to organisations by creating rules, regulations and conditions in order 
to create uniformity in organisations. He further states that employees develop certain 
perceptions of the organisation based on these rules, regulations and conditions and those 
employees also develop a shared meaning as they attempt to make sense of their work place. 
Therefore people give meaning to the organisation and its culture is derived from their own 
understanding of what the organisation should be doing.  
The history of the Department of Social Development for example points to the fact that its 
mandate was primarily focusing on the provision of social welfare services and therefore the 
paradigm shift towards a developmental approach also calls for a shift in organisational culture. 
The way “we do things around here” has to be altered to fit the current demands where service 
delivery is concerned. This new approach puts emphasis on consultation and a culture of 
openness. 
A study conducted on corporate identity within government (Bezuidenhout and Van Heerden: 
2003) revealed that corporate identity comprises more than only visual elements. Bezuidenhout 
and Van Heerden (2003) purport that the perception of the corporate identity of an organisation 
is formed in the minds of the different publics by the behaviour of the organisation and its visual 
identity. This view is supported by Van Riel and Fombrum (2007) who identifies three 
approaches to conceptualizing identity; one being that identity is ‘rooted in culture’. They (Van 
Riel and Fombrum: 2007) cite the work of students of organisational behaviour who regard 
identity as far more than the visual elements of the design school. They suggest that identity 
comes not just from examining the visual and desired elements manifested in the constructed 
identity selected by a group of senior executives, but also from the shared beliefs and values of 
all organisational members.  
  
Bagraim, Cunningham, Potgieter and Viedge (2007) describe culture ‘as shared assumptions, 
beliefs, values and feelings and this view is supported by Parker (2000) who suggests that 
organisations behaviour reflects, or is reflected in its culture which is referred to as ‘the way we 
do things around here’. The definitions offered all point to the fact that culture is developed and 
shared by a certain group. In Bartels (2006), Dutton, Dukerich and Harquail (1994) argue that 
when employees identify themselves with the organisation, they will show behaviour that is 
conducive to the organisation. In Mofomme (2003) Boone and Kurtz (1992) define corporate 
culture as behaviour patterns that are generally accepted within an organisation and are 
adopted by each generation of employees.  
Recent research in corporate culture offers a contradictory view on the concept. Ulrich, Allen, 
Smallwood, Brockbank and Younger (2009) define culture as “what we want to be known for by 
our best customers made real to our employees through systemic processes every day.” In fact 
they state that contrary to popular belief (Bartels: 2006; Mofomme: 2003; Boone and 
Kurtz:1992; Dutton, Dukerich and Harquail:1994) organisations build winning cultures when their 
culture efforts begin with the customers, then shift to employees behaviours and organisational 
processes. They (Ulrich, Allen, Smallwood, Brockbank and Younger: 2009) argue that studies 
conducted over 25 years and practical experience in over hundred organisations have revealed 
that leaders in those companies have identified a common source for their success as the 
connection they have created between customer expectations on the outside of the firm to 
employee behaviours and organisational processes inside the firm. Nonetheless, in this study 
culture is viewed as a set of norms, values, expectations, behaviours, patterns and routines that 
are shared within the organisations and impact on the organisations performance.  
Organisation culture whether good or bad exists within the organisation. For example the South 
African government is generally known to have a very bureaucratic culture. According to 
Alevesson (2002) there are different kinds of corporate culture with various consequences. The 
kind of corporate culture that is likely to positively impact on corporate identity is the one 
referred to by Alevesson (2002) as a ‘good culture’. Alevesson (2002) quotes the work of Baker 
(1980) who argues that good cultures are characterised by norms and values supportive of 
excellence, teamwork, profitability, honesty, a customer service orientation, pride in one’s work 
and commitment to the organisation. Most of all, they are supportive of adaptability – the 
capacity to thrive over the long run despite new competition, new regulations, new technological 
developments, and the strain of growth. In Alevesson (2002), Kilmann (1985) suggests that a 
  
culture has a positive impact on an organisation when it points behaviour in the right direction 
alternatively; a culture has a negative impact when it points behaviour in the wrong direction.  
According to Hodgetts (1991: quoted in Mofomme: 2001) organisational culture can provide 
certain benefits to the organisation. Culture can serve as a control mechanism because people 
will know what is expected from them and work towards achieving those goals. Behaviour that is 
contradictory to the set cultural norms and values is discouraged by leaders. For example within 
the Department of Social Development a value that deals with issues of honesty and 
accountability is clearly stated whilst at the same time management clearly state that bad 
behaviour will be sanctioned whilst good behaviour rewarded.  
Hodgetts (1991) also identified personnel commitment as another benefit for the organisation. 
Research has shown that strong cultures create identification with the organisation which then 
increases commitment and morale of the employees. Commitment according to Hodgetts 
(1991) occurs through three phases: during the first phase, called compliance, employees allow 
themselves to be influenced by others in order to obtain external rewards. The second phase is 
linked to the principles of the Social Identity Theory, identification, during which individuals 
accept the influence from others in order to satisfy their need of belonging. The last phase is 
called internalization, where individuals find the values of the organisation to be intrinsically 
rewarding and corresponding to theirs. When discussing organisational Mael and Ashforth 
(1992) quoted in Bartels (2006) also support this line of thinking as they define organisational 
identification as the perception of oneness with or belonging to an organisation where the 
individual defines him or herself in terms of the organisation in which he or she is a member.   
However, Bagraim, Cunningham, Potgieter and Viedge (2007) note that organisational culture 
has its complexities in that espoused values of an organisation might not find expression in the 
enacted values by employees. They suggest that in organisations there might be an existence 
of underlying issues that might not necessarily be discussed and ‘they influence behaviour 
subconsciously’. They further note that an organisation may not have one defined culture. This 
refers to the notion of a dominant culture and subculture with one reflecting the core values of 
an organisation that are shared by most members and the latter reflecting the culture that 
develops from the dominant culture and reflects problems, experiences and situations with 
which members are confronted. According to Bagraim, Cunningham, Potgieter and Viedge 
(2007) subcultures are likely to be defined by geographical separations or departmental 
designations. These views therefore suggest that it is imperative in this treatise to view the 
  
impact of corporate culture on corporate identity based on the views of members from different 
geographical areas and various levels of authority within the department.  
The study of organisational culture is said to reveal how it influences employee behaviour and 
performance and whether it enhances or hinders overall organisational excellence. According to 
Bagraim, Cunningham, Potgieter and Viedge (2007) organisational culture has the following 
functions:  
 It creates corporate identity that distinguishes one organisation from others. 
 Gives members of an organisation an identity. 
 Identifying with the organisation creates greater commitment to organisational goals and 
objectives. 
 Organisational culture guides employees in terms of acceptable behaviours and 
attitudes, especially when they have to make decisions and solve problems.  
 Creates social system stability with associated emotional security. 
 Serves as a yardstick for evaluating and correcting deviant behaviours and for rewarding 
desired behaviours.  
The importance of these functions, according to Bagraim et al (2007), is often demonstrated 
when two companies with significant cultural differences merge. With a merger a new corporate 
identity is established, which may be more reflective of one of the original companies. This 
creates confusion for some employees in terms of their new roles and identities and 
subsequently affects their job satisfaction and commitment. They therefore caution managers to 
carefully consider the current culture, the type of culture they want to establish, resistance to 
change and how they will establish and reinforce the desired culture within merging and merged 
companies. The Amalgamated Banks of South Africa Limited (ABSA) is a case in point. 
Following the 1991 merger of UBS Holdings, the Allied and Volkskas Groups, and certain 
interests of the Sage Group, fragmented identities (Swart: 2007) were identified amongst ABSA 
employees which resulted in a ‘virtually zero top of the mind recollection’ and therefore 
management took a strategic decision in 1998 to truly unify and reinvent ABSA. A new 
corporate identity campaign was introduced to reinforce change. ABSA has now grown into one 
of the biggest companies in South Africa.  Mofomme (2001) cautions that cultural change is 
inherently difficult, therefore he proposes that it is important to first establish what is it that 
needs to be changed and then change what is necessary.  
  
According to van Riel and Fombrun (2007), a company will lose its credibility if its employees do 
not believe and express the company’s shared values in their day to day interactions with 
customers and suppliers, investors and the public. Therefore if employees identify strongly with 
their organisation they are willing to spread a positive image of the organisation (Bhattacharya, 
1995 quoted in Bartels, 2006). 
In his discussion regarding the management of culture, Mafomme (2001) suggests that culture 
must be properly managed in order to ensure that the norms and values of the organisation are 
maintained. He proposes that this be done by determining those beliefs, values and norms of an 
organisation and communicating them so they can be internalised by the employees. Mafomme 
(2001) further suggest that to sustain culture the recruitment, selection and promotion policies 
that are implemented by management must be used. He argues that when people apply for 
jobs, the selection panel usually selects candidates whose values are consistent with those of 
the organisation. Likewise, candidates also select themselves for organisation by opting to apply 
only to organisations whose values are in line with theirs. As beautiful as this argument is, the 
realities on the ground where socio-economic challenges of the country are concerned might 
create a different situation all together.  
2.3 Employee Identification, Internal branding and Internal Communication  
This study is concerned with corporate identity and identification and proposes that internal 
branding is another tactic that can be utilised to achieve identification with the organisation 
hence the discussion of the concept. Internal branding according to Bergstrom, Blumenthal and 
Crothers (2002) refers to three things: communicating the brand effectively to the employees, 
convincing them of its relevance and worth; and successfully linking every job in the 
organisation to delivery of the brand essence. They further suggest that when used correctly, it 
helps people working within those companies to understand their place in the ‘big picture’ and to 
be more productive contributing to it. One area that can determine employees’ levels of 
identification with a corporate identity is by evaluating the extent to which they understand the 
broader vision of the organisation and are willing to support it.    
Mitchell (2002) notes that when companies think of marketing they are more than likely to think 
of marketing to customers. She states that marketing should also focus on employees as they 
are ‘the very people who can make the brand come alive for your customers’. Equally 
Bergstrom, Blumenthal and Crothers (2002) note that the brand is present everywhere in a 
company. Research has found that when people care about and believe the brand, they are 
  
motivated to work harder and their loyalty to the company increases. Employees are unified and 
inspired by a common sense of purpose and identity (Mitchell: 2002). Bergstrom, Blumenthal 
and Crothers (2002) emphasise that it is the people not advertising that are the core of the 
brand. Conversely, identification creates commitment and a willingness to assist the 
organisation achieves its goals. Internal branding according to Bergstrom, Blumenthal and 
Crothers (2002) is not only a matter of winning the hearts of the external customers, but of 
motivating internal customers (employees) as well. They further suggest that whatever job they 
are doing people need to know what it is they are contributing to and why. 
For internal branding to be successful, employees, as the organisations identity carriers, have to 
know the core values and principles, need to believe them and act in accordance with them 
suggests Golubova (2009). Therefore the internalization of the values, culture and other 
corporate identity elements of an organisation become relevant to ensure that the actions of the 
employees support the corporate identity of the said organisation. Although most people think of 
branding in external terms – image, identity, advertising, logo and so forth – there is an 
increasing realization that the inside and the outside of the brand must match (Bergstrom, 
Blumenthal and Crothers: 2002). Hence the argument put forward earlier in this study, that the 
brand promise must be experienced when external stakeholders come into contact with internal 
stakeholders.  
A strengthened internal communication programme is therefore significant to the successful 
implementation of an identity programme. This view is supported by Cheney and Christensen 
(2001), who describes the internal dimension as a communication between an organization’s 
strategic managers and its internal stakeholders, designed to promote commitment to the 
organization, a sense of belonging to it, awareness of its changing environment and 
understanding of its evolving aims. Communication, according to Sanchez (2005) quoted in 
Bagraim, Cunningham, Potgieter and Viedge (2007) is the only organisational process that has 
the power to inform, educate and bring about the cooperation needed for culture change. 
Nevertheless, Mofomme (2001) notes that breaking cultural habits and learning new ways is a 
difficult process that is likely to succeed only with improved consultation, communication, 
training and the development of appropriate human resource systems. To Belasen (2007) 
therefore one of the most important messages that internal communication should deliver is to 
create and define the company’s values and beliefs to the employees who will thus have a 
clearer sense of what it means to be a member / employee of the organisation. Similarly to their 
previous definition of internal communication, Borsese, McDowall and Andrade (2003) place the 
  
importance of communication in the need to build and retain a permanent relationship between 
managers and employees in order to create awareness among the internal stakeholders of their 
actions impact on the environment and their quality. Strengthened relations result in mutual 
benefits for all stakeholders concerned.    
Newsom, Turk and Kruckeberg (2004) submit that a major contributor to virtually every public’s 
perception of an organisation is the organisation’s employees. They suggest that this is further 
complicated by the fact that employees themselves are organisational publics with their own 
perceptions of the organisation. In line with this view Bartels (2006) suggests that external 
marketing success depends on whether employees are satisfied and motivated. Citing the work 
of Lings (2004), he further suggests that the role of internal marketing is to create satisfied and 
motivated employees. Golubova (2009) suggest that in many ways employees are the brand 
and should be treated as a priority audience. Drawing from the work of Vallaster (2004), 
Golubova suggest that the core objective of internal branding is transferring the desired 
corporate identity to the employees with the end-goal of enhancing their motivation and 
engagement. It is often said that ‘motivated employees are productive employees’.  
According to Mohamad, Bakar and Rahman (2007), in order to be effective every organisation 
needs a clear sense of purpose that people within it understand. They also need a strong sense 
of belonging. When people own an idea (or anything) or identify with, they become willing 
improve it on a daily basis and protect it.  
Smidts, Van Riel and Pruyn (2000) suggests that employee communication may help 
organisational members to identify with their company by transmitting messages conveying the 
goals, values and achievements of the organisation and by providing information in the form of 
guidelines for individual and collective action.   
In accordance with this statement, Golubova (2009) recommend that to develop strong internal 
branding with a reputable corporate identity, the core values, principles and the corporate brand 
story need to be conveyed to the staff. Moreover, employees who identify strongly with their 
organisation are more likely to support a corporate branding strategy. 
Smidts, Van Riel and Pruyn (2000) further suggest that information about the company will 
enhance the identification with the organisation because it adds its visibility and distinctiveness 
and increases employees’ awareness of being a member of that organisation. They further 
suggest that how the information is conveyed is as important. They mention what they refer to 
  
as ‘communication climate’ and suggest that much consideration must be placed on this 
concept. Communication climate according to Bartels, De Jong, Pruyn, Peters and Van der 
Molen (2010) concerns collective communication components of the work environment, such as 
perceived accessibility of management to employees and the reliability of the information 
circulated in the organisation.  The question in the minds of the employees is, “can we trust 
what management is saying. They further suggest that a positive communication climate will 
increase the attractiveness of the organisation. Lawler (1989) is cited in Smidts, Van Riel and 
Pruyn (2000) as having stated that the management of communication openness is one of the 
easiest and most effective ways to foster employee involvement within the organisation and 
thus the perceived value of group membership. This view is supported by Bartels, Pruyn, Peters 
and Molen who identify a close relationship between organisational identification and the 
communication climate. The model below was developed by Smidts, Van Riel and Pruyn (2000) 
to conceptualise the impact of communication and perceived external prestige on organisational 
identification.  
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
Figure 2.4: Conceptual Model of the Impact of Employee Communication and Perceived 
External Prestige on Organisational Identification. Sourced from Smidts, Van Riel and 
Pruyn (2000) p. 33. 
Smidts, Van Riel and Pruyn (2000) further unpack this model by proposing that organisational 
identification is influenced by two employee communication dimensions; the content of 
communication and the communication climate, and by the perceived external prestige which is 
to be discussed in the next section. With regards to the content of communication they further 
distinguish two levels; information received about one’s role in the organisation and information 
about the organisation. Therefore, for identification with the company both communication about 
the technical process of the job or job characteristics and information about the organisation as 
a whole must be disseminated to all internal stakeholders.  
2.4 The impact of perceived organisational prestige on corporate identity 
In this section, we examine the concept of perceived organisational prestige in order to shed 
light on how it impacts on identification within the company. Employees according to Van Riel 
and Fombrun (2007) are proud to identify with a well-regarded company. They (employees) are 
said to “bask in the company’s reflected glory and their sense of self-worth is increased”. 
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Likewise, Lievens, Van Hoye and Anseel (2007) suggest that when an employer is viewed 
favourable by us and by others, organisational membership probably enhances our self-esteem 
and our organisational identification is likely to be strong. Mael and Ashforth (1992), Fisher and 
Wakefield (1998) quoted in Smidts, Van Riel and Pruyn (2000) noted that individuals identify 
with a group partly to enhance their self-esteem. According to Mael and Ashforth (1992), quoted 
in Bartel (2006), there is some evidence that the perceived distinctiveness of the organisation 
shows positive correlation with organisational identification. Therefore Bartel (2006) suggests, 
the more employees see their organisation as different from others, the stronger they will 
identify with this organisation. Organisational prestige is referred to as an important antecedent 
of organisational identity (Dutton and Dukerich, 1991; Pratt; 1998, Riketta, 2005); Smidts (2001) 
refers to this as perceived organisational prestige. Dutton, Dukerich and Harquail (1994) quoted 
in Lievens, Van Hoye and Anseel (2007) suggest that perceived organisational prestige is a 
result of (a) members own perception of the image of the organisation and (b) members 
assessment of others perceptions of the image of the organisation. Bartel (2006); Smidts, Van 
Riel and Pruyn (2000) are in agreement with this view as the state that perceived organisational 
prestige has to do with how employees perceive the way the outside world thinks about their 
organisation. How employees think outsiders view the organisation and thus themselves as a 
member of thereof. In essence perceived organisational prestige has to do with the perceptions 
of employees about the organisation based on the feedback they receive from external 
stakeholders.  This suggests Lievens, Van Hoye and Anseel relates to what employees see as 
their organisation’s distinctive, central and enduring attributes as a place of work.  
Smidts (2001) suggests that if employees think that important external stakeholders think 
positively about the organisation they are likely to feel proud to work for that organisation. For 
example in the case of the South African public service, a positive audit opinion from the Auditor 
General of South Africa (AGSA) may positively influence the employees’ perceptions of the 
organisation. However, based on Van Riel and Fombrun’s suggestion that external 
communication also impacts on the identity of an institution, public servants may also base their 
perceptions on the increased negative reportage (print and electronic news) with regards to 
government promises on service delivery and the actual services delivered and to a certain 
extent this have an impact on how they identify with the organisation. Hatch and Schultz (2007) 
is in agreement with this line of thinking as they suggest that the direct experience and 
interaction with the organisation are also strong forces in the image formation process of 
  
external constituencies. In essence, the conversations between service providers and 
customers are critical.  
This view is also supported by Hatch and Schultz who propose that organisational identity is 
open to influence of opinions and reputations forged beyond the organisation’s direct sphere of 
influence. Therefore, the reputation of organisation may be impacted upon also by variables 
outside the control of the organisation. They further suggest that there is a strong relationship 
between image, culture and identity. Because organisational members are also members of the 
community, Hatch and Schultz suggests that, “it is likely that image and identity will be 
compared and these comparisons communicated within the internal symbolic context of the 
organisation, leading to possibilities for synergy but also for cynicism”. Citing the work of Dutton 
and Dukerich (1991); Hatch and Schultz (2007) suggest that the perceptions of stakeholders 
(customers, competitors etc.) can influence organisational identity “as members mirror 
themselves in the comments (and complaints) about the organisation made to them by their 
external contacts.  
Though management can do a lot in terms of creating a positive image of the organisation in the 
eyes of its employees, perceptions of employees on the attractiveness of their organisations are 
also affected by the external environment. Based on the work of other theorists (Mael and 
Ashforth, 1992; Iyver, Bamber and Barefield, 1997; Fisher and Wakefield, 1998; Bergami and 
Bagozzi, 2000; Smidts, 2001; Carmeli and Freund, 2002), Bartels (2006) confirmed the idea that 
positive evaluations of the organisational prestige lead to a stronger organisational identification 
amongst employees.  
Managers can also use instruments of external communication (publicity, advertising etc.) to 
influence the company’s external prestige as perceived by employees. Smidts, Van Riel and 
Pruyn suggest that information about the company will enhance the identification with the 
organisation because it adds to its visibility and distinctiveness and increases employees’ 
awareness of being a member of that organisation.  
Conversely to the work of Dukerich, Golden and Shortell (2002), Riordan, Gatewood and Bill, 
(1997), in their study Lievens, Van Hoye and Anseel (2007) found that both perceived 
organisational identity and construed external image were strongly related to employees’ 
organisational identification.  
 
  
2.5 Linking job satisfaction and identification 
Job satisfaction is understood to be a consequence of identification (Bartels: 2006). A large 
body of research (quoted in Bartels: 2006), for instance, has revealed that job satisfaction is 
strongly and positively correlated with organisational identification (Hall, 1972; Begley and 
Czajka, 1993; Van Knippenberg and Van Schie, 2000; Feather and Rauter, 2004; Van Dick, 
Ullrich and Tissington, 2006).     
In her study of the relationship between employee motivation, job satisfaction and corporate 
culture, Roos (2005) indicated that there is a three way relationship between employee 
motivation, job satisfaction and corporate culture within which several aspects of these 
constructs contribute more powerfully towards the relationship than others. Simply put, 
employee motivation impacts on job satisfaction and job satisfaction also impacts on corporate 
culture.  
Roos (2005) suggests that organisations recognise that having a workforce that derives 
satisfaction from their work contributes hugely towards organisational effectiveness and ultimate 
survival. Drawing from the work of Meggison, Mosley and Pietri (1982), Roos (2005) suggest 
that people experience job satisfaction when they feel good about their jobs and that this feeling 
often relates to their doing things well or becoming more proficient in their profession or their 
being recognised for good performance. People who are satisfied with their jobs are likely to 
understand the vision, values and culture of their organisation and therefore the behaviour that 
is expected from them.  
According to Bartels (2006) stronger identification leads to higher levels of job satisfaction, more 
extra-role behaviours, lower feelings of intent to leave, and less employee absenteeism. 
Therefore employees who identify strongly with the organisation are willing to go an extra mile. 
This according to Bartels (2006) is not only relevant for the internal organisations but 
employees’ positive organisational behaviour may also have its effects on the organisations 
environment. Employees’ attitudes and behaviours are said to have become highly important for 
organisations and Bartels (2006) suggest that managing employees’ identification appears to be 
a crucial success factor. Bartels cite the work of Berhardt, Donthu and Kennett; (2000) 
Schlesinger and Zornitsky (1991) Tornow and Wiley (1991) Donavan and Hocutt (2001) which 
revealed that job satisfaction among employees may lead to positive behaviours towards 
customers, which in turn will enhance customer satisfaction. The consequence of this according 
to Bartels (2006) is the positive evaluation of the organisation by the external stakeholders.   
  
However job satisfaction does not just happen. Bartels (2006) states that an employee has 
certain needs which have to be fulfilled; if these needs are fulfilled, then organisational success 
is eminent. He proposes that effective organisational communication, in which the needs of 
individual employees are considered, may be an important instrument to manage their 
organisational identification. According to Gounaris (1996) cited in Bartels (2006) satisfying 
employees needs leads to increased job satisfaction and consequently the company’s service 
objectives would be met. 
Bartels (2006) suggests that organisational identification has proven to be an important 
predictor in explaining several positive employee behaviours that may be a basis for connecting 
internal and external environment of the organisation.  
Conclusion  
In conclusion this chapter identified various factors that contribute to the identification process 
within an organisation. The following chapter, chapter 3 will explain the research design and the 
respective data collection methods used to conduct study.   
 
 
 
 
 
 
 
 
 
 
 
 
  
CHAPTER 3: RESEARCH METHODOLOGY  
3.1 INTRODUCTION  
This chapter describes the research methodologies used in this study. The study focused on the 
assessment of the levels to which employees of the Eastern Cape Department of Social 
Development identify with the organisations corporate identity. The research adopted an 
explorative approach, focusing primarily on qualitative data. However, to investigate all the 
objectives of the study a mixed methods design was used. Du Plooy (2001) suggests that the 
main reason for applying triangulation in research is to test theoretical assumptions in more than 
one way, and increase the reliability and validity of observations, analyses and findings.  
The research topic for this study is: Corporate Identity and Identification: The Case of the 
Eastern Cape Department of Social Development. The preliminary literature review has 
revealed that the success of a corporate identity programme largely depends on how positively 
it has been received by the stakeholders of that institution. 
3.2 Research design 
This section describes the research design that was used to test the research question of this 
study. A case study research design was utilised to collect data for the purpose of this study. 
Self-administered questionnaires, interviews and focus group interviews are tools the 
researcher utilised to gather necessary information that determines the levels to which 
employees of the department support its corporate identity.  
In this study open-ended and close-ended questions were utilised. The questionnaire focused 
on closed-ended questions. For this purpose therefore, a five point Likert scale was used, where 
respondents were asked to rate a particular statement by selecting one of the options given; 
“strongly agree”, “agree”, “neither agree” or “disagree”, “disagree” and “strongly disagree” on a 
structured questionnaire. Leedy and Ormrod suggest that a Likert scale is more useful when a 
behaviour, attitude, or other phenomenon of interest needs to be evaluated on a continuum of, 
“inadequate” to “excellent”, “never” to “always”, or “strongly to disapprove” to “strongly approve”.  
Similarly, a Likert scale according to Du Plooy (2002) assesses whether the respondent agrees 
or disagrees with the statement about a certain topic or issue. He further suggests that it is 
required that closed-ended questions must use language and terms that are common.  
  
Open ended questions were used in individual interviews and focus group interviews; they 
(open ended questions) allow respondents to voice their opinions or attitudes about the issue 
being discussed without restrictions (Du Plooy: 2002). He further states that the reason for 
asking an open-ended question in an interview is the same as that when asking it in a self-
administered questionnaire: to invite the respondents to answer in any way they wish.  
A total of 17 questions will be asked from respondents of focus group interviews, 17 questions 
for self-administered questionnaires and 9 for individual interviews.  
3.3 Methodology  
This section describes the methodology used to test the research question. The primary focus 
was on qualitative research because this method according to Leedy and Ormrod (2010) 
involves looking at characteristics, or qualities, that cannot easily be reduced to numerical 
values. A qualitative researcher aims to examine the many nuances and complexities of a 
particular phenomenon.   
On the other hand, quantitative research involves looking at amounts, or quantities, of one or 
more variables of interest. A researcher tries to measure variables in some way, perhaps by 
using commonly accepted measures of the physical world or carefully designed measures of 
psychological characteristics or behaviours.  
For the purpose of this study, this section will describe the research instrument used, how data 
was collected and how it was analysed.   
3.3.1 Data Collection   
The sample used in this study was drawn from a large population of the Eastern Cape Social 
Development in three different offices. This allowed the researcher to make inferences about 
the population. The population from which the study was conducted comprises of employees 
from all three programmes, namely administration, social welfare services and community 
development.  
All levels of employment within the department were included in the study e.g. junior staff (entry 
level), middle management and senior management.  A convenience sample was drawn from 
the targeted population of Social Development community. According to Du Plooy (2002) a 
convenience sample is drawn from units of analysis that are conveniently available.   
  
The four focal points of the Rotterdam Organisational Identification Test (ROIT) (Van Riel: 1994) 
were used as a premise to develop questions for all research instruments utilised. The ROIT 
scale identifies four variables that impact on employee identification which are; employee 
communication, job satisfaction, corporate culture and perceived organisational prestige. All 
instruments for the study were designed utilizing these four variables that are said to impact on 
employee identification. 
The research instruments used for the purpose of this study is questionnaires, individual 
interviews and focus group interviews. In formulating the questions / statements (in the case of 
the questionnaire), the following was taken into consideration and avoided, namely: double 
barrel questions, loaded language, leading questions, incomplete questions and vague 
questions. The length of the questions was also considered when the questions were 
formulated.  
3.3.1.1 Questionnaires  
The researcher made use of e-mail to distribute the questionnaire to prospective respondents. 
The questionnaire together with a covering letter was e-mailed to all accessible employees in 
the identified offices.  
The e-mail was chosen as a distribution channel due to the fact that the offices are on different 
parts of the province and it was considered much cheaper to distribute via e-mail. Lukusa 
(2009) also highlights the following advantages of distributing questionnaires via e-mail which 
were also considered in this study during this process. 
Speed: The questionnaire and covering letter were delivered to all recipients simultaneously 
and within a few seconds depending on the speed of the network in the different identified 
offices. 
Tracking: The researcher used the e-mail features to track the number of targeted respondents 
who have received the e-mail, those who have opened it and also monitor the response rate.   
Convenience: Both the researcher and the respondents could benefit from the ease of using 
electronic aids to send, complete, reply and record the results of the questionnaire.  
This choice was also motivated by the fact that any other distribution format would have been 
costly and time consuming. For example; given the fact that not everyone within the identified 
offices has access to internet, the questionnaire could not have been hosted in a website 
  
specifically designed for such purposes. Secondly, distributing the questionnaire by hand to the 
targeted population would have costed a lot in terms of travelling and time.  
The questionnaire was self-administered and all respondents answered the same questions. 
The respondents were given information and instructions to assist them in completing the 
questionnaire.  
Leedy and Ormrod (2010) point out that questionnaires have their draw back in that, the 
majority of people who receive questionnaires do not return them, in other words they may be a 
low return rate. 
The study primarily collected data through the use of open ended questions to obtain qualitative 
data. However, for the survey by questionnaire close ended questions were used based on the 
fact that they were quicker to respond to and generate specifically relevant responses. 
According to Du Plooy (2002) Close ended questions contain fixed number of answers, from 
which a respondent has to select one. Since close ended questions provided uniform responses 
that could be easily quantified, it is easy to formulate a view based on the responses received. 
Statements were constructed for the questionnaire and respondents were given an option of 
selecting one of five responses from a list provided by the researcher. Du Plooy (2002) state 
that not all questionnaires consist of questions, as some consists of statements that require 
respondents to indicate the extent to which they agree or disagree with the statement (e.g. 
when using Likert scales). 
In formulating the questionnaire, the researcher took the precaution of avoiding using both 
statements and questions as Du Plooy (2002) states that different instructions, such as ‘tick’, 
‘circle’, ‘check’ or ‘rank’ can confuse respondents unnecessarily. A Likert scale was used in 
formulating the questionnaire. Each statement was given a score (e.g. from 1 to 5) as per Du 
Plooy’s suggestion, distinguishing between positively and negatively worded statements. 
3.3.1.2 Individual interviews 
In this study individual (personal) interviews were also conducted to obtain insight and depth in 
the subject of investigation, and to allow respondents more freedom in responding in his or her 
own words. These interviews were targeting three senior managers from different programmes 
of the department.  
  
An e-mail was sent to all senior managers at head office requesting volunteers to participate in 
the study and a brief description of the study was also included. The researcher received an 
expression of interest from more than three senior managers. The required number was then 
randomly selected while ensuring at the same time that they represented the various 
programmes in the department. A thank you note was sent via-email to those who were not 
selected thanking them for their interest in the study.   
For the purpose of these interviews an interview schedule including questions to be asked was 
constructed earlier in the research process. This was structured to cover questions that relate to 
the four variables of the ROIT scale. The interviews comprised of structured questions which 
were meant to solicit the managers’ opinion on the departments’ corporate identity and these 
interviews were also utilised to analyse the desired corporate identity from the managers’ 
perspective.  
The interviews were held in the participants’ office which created a comfortable and familiar 
environment for the participant so that they could share the information freely. Each interview 
lasted about 30 minutes.  
Open ended questions were used with the objective of allowing participants to respond freely. 
Questions were posed in simple and unambiguous language. Du Plooy (2002) also believes 
that open ended questions allow respondents to answer the questions in their own words and 
encourage respondents to express their attitudes and opinions. The use of open ended 
questions also allowed the researcher to critically analyse the subject of research based on the 
Social Development environment. 
At the beginning of each interview the responded was briefed about the objectives of the 
interview and they were also asked to sign a consent form.  
3.3.1.3 Focus group interviews  
To further delve into the subject matter, three focus group interviews with about 15 participants 
were conducted. A focus group is a group of people who are selected from the larger population 
to enter into a facilitated discussion on certain questions related to the research question. 
According to Du Plooy (2002), focus group interviews have become popular in recent years 
because it provides data that is rich in ideas and provides opinions and attitudes from the 
subjects’ point of view.  
  
Leedy and Ormrod (2010) suggest that researcher use focus group interviews when they want 
to gather information from several people simultaneously. They state that to conduct a focus 
group, the researcher gathers several people (usually no more than 10 to 12) for an hour or two. 
However, Du Plooy (2002) recommends recruiting more than twelve people to obtain a realised 
sample of between six and twelve people.  
In Leedy and Ormrod (2010), Cresswell (1998) and Neuman (1994) state that focus group 
interviews are especially useful for the following reasons; 
 When time is limited 
 People feel more comfortable talking in a group that alone  
 Interaction among participants is more informative than individually conducted interviews 
 The researcher would like other people’s assistance in interpreting something he or she 
has observed.  
Similarly, Du Plooy (2002) suggests that the usefulness of a focus group interview is also 
demonstrated by the variety of research objectives it can be applied, such as: 
 Gathering data on a specific research problem 
 Testing a previously formulated research question or hypothesis 
 Seeking inputs from community leaders in development communication 
 Probing effects of an advertising campaign by a political party, prior to and after a 
particular election; and or  
 Determining mass-media audiences’ attitudes, perceptions, frames of reference and 
behaviour patterns etc.  
The focus group participants were selected from amongst the employees of the department 
from the three identified offices. An e-mail requesting participants for the focus group interviews 
was sent to all accessible employees at head office, Nelson Mandela and Alfred Nzo District. 
The response rate was very low and the researcher had to do a follow up by contacting various 
employees from the three programmes and requesting people to volunteer. The interviews were 
subsequently held on different dates and at the various offices.  
In line with Du Plooy’s (2002) recommendations, the participants were purposefully sampled in 
such a way that they have shared some common experience, so that the interview focuses on 
the effects of the experience from the subjects’ perspective. This is why it was critically that 
  
three focus group interviews be conducted to cover the views of respondents from each of the 
targeted offices. Du Plooy (2002) cautions that a group representing diverse interests or 
characteristics are likely to contribute to conflict and division, rather than complimentary 
discussions.  
A total of 17 questions which were formulated in advance were asked comprising of mostly 
structured open ended questions. However, to allow for more discussion and interaction with the 
respondent/s, the interviewer had an option of posing follow up questions in order to clarify 
certain issues raised by the respondents during discussions. Du Plooy (2002) suggests that 
follow up question are particularly useful to clarify the response given by the respondent, to 
obtain an explanation for the response given by the respondent, to obtain an explanation for the 
response, to elicit examples and/or to double check a response.  
The respondents were briefed of the objectives of the interview that is to assess the levels to 
which employees identify with the corporate identity of the department. The moderator also 
explained that the interview will take about an hour. The informed consent forms were also 
signed at the beginning of each session. Identification cards were allocated to each participant.  
In line with Du Plooys’ (2002) recommendations, the moderator also explained ground rules 
which were as follows: 
 The respondents and their responses will not be revealed to third parties. 
 There are no correct and incorrect answers  
 They are free to speak without being prompted 
 They are to identify themselves before speaking 
 A speaker on the floor should be respected and their viewpoints as well 
Control over responses was ensured through the guidance of the facilitator. Leedy and Ormrod 
suggests that a moderators(facilitator) role is to introduce the issues to be discussed, makes 
sure that no one dominates the discussions and keeps people focused on the topic. Questions 
were posed in a simple and unambiguous language and responses were recorded with the 
assistance of two communication officers by shorthand while the other was typing the 
information into a computer.  
Du Plooys’ (2002) advise with regards to control procedures were taken into account when 
selecting a venue for the interviews, in which he suggests, “selecting a setting that is conducive 
to the topic and population parameters.   
  
3.3.2 Analysis  
The issue of data analysis was considered when selecting research instruments and formulating 
questions as it is very critical in ensuring that data collected will be relevant to the research 
question.  
Schram (2003) has been quoted in Leedy and Ormrod (2010) as having expressed the idea 
that; “Experiences do not speak for themselves; nor do features within a research setting 
directly or spontaneously announce themselves as worthy of your attention. As a qualitative 
fieldworker, you cannot view your task as simply as a matter of gathering or generating “facts” 
about “what happened.” Rather, you engage in an active process of interpretation: noting some 
things as significant, noting but ignoring others as not significant, and missing other potentially 
significant things altogether”. 
Even though questionnaires were utilised in the study, the primary focus was on interpreting 
trends rather than presenting result in a statistical format. The data analysis for the study of 
corporate identity and identification at the Eastern Cape Department of Social Development was 
conducted using Creswell’s (1998) data analysis spiral as recommended by Leedy and Ormrod 
(2010). 
Firstly, the data was organised and prepared by recording the focus group notes, interview 
notes and sorting out the questionnaires according to different levels. Secondly all the data was 
read and scrutinised to get a general sense of the information gathered and compile notes on 
the researchers’ preliminary thoughts. The third step involved identifying themes and grouping 
data according to those themes, in a nutshell making sense of what the data means. The data 
collected was catergorised into different themes and trends from the various responses. The 
next step in this data analysis process focused on summarising data for report writing and 
describing relationships among the identified themes. A decision was also taken on how the 
themes will be presented, that is, a narrative passage to convey the findings of the analysis. 
Data was then interpreted and recommendations were drawn based on the four variable 
identified in the ROIT scale.  
Leedy and Ormrod note that data analysis in a qualitative study is a complex and time 
consuming process. They state that in a qualitative study, the interpretation of the data will 
inevitably be influenced by the researcher’s biases and values to some extent, reflecting the 
  
notion of researcher as instrument. However, they urge qualitative researchers to minimize the 
extent to which their predefined expectations and opinions are tabled in the final analysis.   
3.4 Limitations  
The first limitation of this study is that due to the large population of the department, it was not 
possible to include every employee of the department hence the participants were drawn from 
only three offices. This therefore means that this is just a certain percentage of the total 
population of the department and therefore may not be representative of the broader Social 
Development community. It is however possible to draw certain conclusions from the study 
given that the participants are members of the department.   
The second limitation is that, due to time pressures and their own work schedules, some 
employee within the targeted population were not able to respond to the questionnaires during 
the required time or did not participate at all.  
3.5 Ethical considerations (H/11/ART/JMS-008)  
Leedy and Ormrod (2010) states that most ethical issues in research fall into one of four 
categories, namely; protection from harm, informed consent, right to privacy, and honesty with 
professional colleagues.  
This study adheres to ethical standards as set by the Nelson Mandela Metropolitan University’s 
(NMMU) Ethics Committee. First, a written submission was forwarded to the institution (Eastern 
Cape Department of Social Development) where the study was conducted for ethical 
consideration and as well for necessary permission to be granted to undertake this study. 
The Faculty of Arts Research, Technology and Innovation (RTI) Committee, after careful 
consideration of the research proposal granted the required permission and an Ethics clearance 
number was issued to that effect. RTI within the NMMU constitutes what Leedy and Ormrod 
(2010) refer to as an Internal Review Board (IRB) which scrutinises all proposals for conducting 
human research under the auspices of the institution. The committee granted the researcher 
clearance after having studying all the methods to be utilised including scrutinizing the questions 
to be asked during the study.  
All participants are guaranteed confidentiality as their names will not be revealed to any third 
party or in the research paper. Participants are given a right to withdraw from the study at any 
moment should they feel not comfortable with the issues discussed. According to Leedy and 
  
Ormrod (2010) any participation in a study should be strictly voluntary.  A general idea of what 
the study is about was given to potential participants and their involvement in the research 
process was explained in detail. The participants were also given consent forms so that their 
agreeing to participate in the research is recorded. 
The fact that the researcher is an employee of the organisation where research will be 
conducted has also been given careful consideration and it has been determined that this will by 
no means prejudice the respondents. In general, qualitative researchers are often described as 
being the research instrument because the bulk of their data collection is dependent on their 
personal involvement (interviews, observations) in the setting (Leedy and Ormrod: 2010).  
3.6 Conclusion  
In this chapter, the use of the mixed methods approach in the study of corporate identity and 
identification was justified. In conducting the research, there were procedures and rules which 
the researcher adhered to. As human beings are involved in this study, ethical considerations 
were very critical. Elements of the population will remain anonymous, and all information will 
remain confidential.  
In the next chapter, a detailed report on the findings of this study will be provided. The data 
points out various variables involved in the process of identification within an organisational 
setting. 
 
 
 
 
 
 
 
 
 
  
 CHAPTER 4: RESEARCH FINDINGS  
4.1 Introduction  
In this chapter, the research findings of this study will be reported and interpreted in an attempt 
to provide insights into the focus of this study.  
This treatise assesses the extent to which employees of the Department of Social Development 
identify with the institution’s corporate identity. In this study four variables that are said to impact 
on the identification process within an organisation were examined and their impact or lack of 
within the institution being studied were further studied.   
The findings presented in this treatise result from data collected through the use of self-
administered questionnaires, focus group interviews and individual interviews that were 
conducted probing the extent to which identification has occurred within the department.  
The findings presented in this chapter are thus an interpretation of raw data collected utilising 
the research instruments mentioned in the paragraph above.   
4.2 Research findings  
After the research was conducted through the use of various research instruments, the data 
needed to fulfill the objectives of this research were collected.  
To make it easy to present the findings of this research, they will be presented based on the 
finding from the use of each instrument. This chapter will present those findings in summary 
form. The research instruments utilised have already been identified and described in the 
chapter on research methodology.  
4.2.1 Analysis of responses through questionnaires  
Questionnaires were distributed to all employees with access to e-mail in the three identified 
offices. The respondents were members of the department from the administration branch 
(programme 1), developmental social welfare services (programme 2) and community 
development (programme 3). There were a total of 132 responses received, resulting in a 16 
percent response rate.  
All statements were positively worded and assigned scores before the questionnaire was 
administered. The scoring is reflected in Table 1.  
  
Table 1: Scoring using a Likert scale item  
Option  Score assigned  
Strongly agree   (5) 
Agree  (4) 
Neither agree nor disagree  (3) 
Disagree  (2) 
Strongly disagree  (1) 
 
Data received was entered into a Microsoft excel spreadsheet for better reading and analysis. 
The results are presented in the following section.  
4.2.1.1 Demographic information 
The research questionnaires were distributed to respondents who are employees of the Eastern 
Cape Department of Social Development. The respondents were male and female employees 
of the department between the ages of 25 and 58.  
According to statistics obtained from the Human Resource Administration division at the time of 
this survey there were about 750 employees located at the department’s head office, while 
Nelson Mandela Metro and Alfred Nzo District offices each accounted for 33 and 37 employees 
of the department respectively.  
Table 2: Respondents’ location  
Office location Frequency / Number of respondents 
Alfred Nzo District  13 
Head office 98 
Nelson Mandela Metro 21 
 
Analysis of demographic information revealed that the respondents were a representation of the 
department in terms of the three programmes of the department.  
 
 
  
4.2.1.2 Organisational identification 
Respondents answered questions that had been grouped under the variable of organisation 
identification as identified by Van Riel et al. (1994) and introduced in chapter one. The questions 
included the extent to which employees agreed or disagreed with the following statements: 
Overall, I feel as part of the department. Most respondents assigned a high score to this 
variable. This therefore indicates that their levels of identification with the department based on 
the question asked are very high. Out of the 132 responses analysed only 19 respondents’ 
assigned low scores to this variable.    
This further indicates an opportunity for the institution to further increase the levels of 
identification within the organisation. As stated in Chapter 2, an organisations’ corporate identity 
is only important if its members identify with it. In the case of Social Development, the members 
surveyed exhibit a certain amount of identification with the organisation and therefore are likely 
to impact positively in the organisations overall image. 
The results of the next statement, I am proud to be an employee of the department, which was 
linked to the first one, revealed that employees felt connected to the institution they are serving 
under. For an organisation such as Social Development, the extent to which the organisation is 
able to fulfill its mandate by way of changing the lives of the vulnerable members of the 
community may contribute in fostering community feeling and pride to its employees. Based on 
this and the fact that service delivery occurs at local level, identification should be most high at 
district offices as employees at that level will be the ones mostly exposed to the changes 
happening is the society as a result of their work.  
However, the extent to which one feels part of the organisation and is proud of the organisation 
also depends on the extent to which internal communication is effective within the organisation 
to foster a sense of pride and unity and to also communicate issues relating to the overall 
performance of the organisation.          
4.2.1.3 Perceived organisational prestige, job satisfaction, culture, goals and values:  
In this section of the questionnaire, respondents answered nine (9) questions on the extent to 
which they agree or disagree with statements associated with the prestige of the organisation, 
job satisfaction, the culture, goals and values of the department.  
  
Responding to question three (3), a large number of the respondents stated that the department 
is fulfilling its broader mandate, whilst most of them were unsure of the extent to which their 
relationship with the employer was good (question 4). This was indicated by the number of 
respondents who opted to neither agree nor disagree with the statement that stated that, “My 
relationship with the department is good”. It is critical to note that the employee perceptions 
regarding the relationship with the employer might be based on either the relationship with one’s 
supervisor or the relationship with the broader organisation based on the perception of how the 
department treats its employees and vice versa. Therefore, it is important to bridge the gap 
between these two levels towards positive perceptions for the entire organisation.   
Question five (5) also attracted lukewarm responses as most employees surveyed were unsure 
of the extent to which they are satisfied with the jobs they are doing within the department. In 
this section question number six (6), which deals with the extent to which the department is 
attentive to its employee’s needs, scored the lowest points, with most of the respondents 
strongly disagreeing with the statement. 
Question 4, 5 and 6 dealt with the relationship between employer and employee, job 
satisfaction, and the extent to which the department attends to its employee needs. All these 
statement indicated a negative response. In the earlier chapters it was noted that identification 
also occurs when employees are able to identify “what is in it for them”. These results imply that 
because the department is not able to attend to the needs of its employees that lead to low 
levels of job satisfaction because employees might feel they are giving without getting anything 
of substance in return. This in turn negatively affects the employees’ relationship with the 
organisation.  
Viewing these results in relation to the results of the section above reveal a huge gap in the 
levels of identification within Social Development.  This is a concerning area but can also be 
viewed from the positive angle, suggesting that there is still an opportunity to improve the extent 
to which employees identify with the department based on the results of the earlier section. 
Question eight (8) to eleven (11) of this section scored the highest points, with most 
respondents indicating their strong agreement with statements that deal with the willingness to 
go beyond the call of duty in delivering services, support for the Batho Pele principles and their 
understanding of the mission and vision of the department.  
  
As with the earlier section, the results of these questions reveal on the part of the employees 
willingness to act in the manner that supports the department’s corporate identity. As indicated 
in the literature review, the vision of the institution forms the bases for its corporate identity 
programme and therefore the positive perceptions of employees as indicated above imply that 
there is room to increased identification within Social Development.  
4.2.1.4 Employee communication  
Section four (4) of the questionnaire dealt with the issue of employee communication and the 
extent to which employees were satisfied with the levels to which they were communicated to 
was explored.  
About four statements were measured, which were; Management keeps us informed about 
things we want to know, the information communicated to me is very useful, my manager 
informs me about my performance all the time, there are working platforms of information 
sharing in the department.  
The results revealed that though information with regards to the performance of individual 
employees was communicated to them by their supervisors, a gap still existed with regards to 
generic management communication. This was showed by the fact that most respondents 
generally agreed with the statement which stated that they were kept informed about what is 
happening within the department. Supervisor and supervisee communication will mostly have to 
do with the actual job being performed whilst management communication will address broader 
organisational issues. It would therefore be beneficial for the organisation being studied if its 
employee’s perceptions of management communication were highly positive. 
However, the perceptions of the employees with regards to the usefulness of the information 
communicated were very positive. This was indicated by the high scores chosen when 
responding to question (13) which dealt with this statement.  
The impact or the importance of employee communication or internal communication in creating 
identification should not be overlooked. When looking at all these variables used to study 
corporate identity in this research, communication is at the center as it makes all these happen. 
Internal communication is critical to foster a community feeling and increase pride and therefore 
organisational identification. It is also important in creating a sense of unity through 
organisational culture, goals and values and also plays a significant role in creating positive 
perceptions’ about the prestige of the organisation. Furthermore, the extent to which the 
  
organisation effectively communicates with its employees impacts on personal identification with 
the organisation. 
4.2.1.5 Personal identification with the organisation  
The last section of the questionnaire dealt with employee’s personal identification with the 
organisation and only two questions were asked in the form of statement. The statements were 
designed to evaluate the extent to which employees share the same values with the department 
and also the extent to which the work place is part of an employee’s personal interests.  
A large number of respondents indicated that their values are the same as those of the 
department. The results as per the second statement in this section showed that 41 percent of 
respondents who strongly felt the department is just a work of place. The same percentage of 
respondents viewed the department as being part of their lives, whilst the rest of the 
respondents neither agreed nor disagreed with the statement. 
The results of this section indicate that the employees of the department have not fully 
connected with the department. The emotional connection between the institution and the 
individual and how the individual sees himself/herself fitting in the broader institution is critical in 
the process of identification. 
The fact that employees indicate shared values between them and the organisation they work 
for and at the same time there are indications that personal identification with the organisation 
has not fully taken place points out that the department might not have taken a conscious 
decision to create personal identification and that there is no effective communication with the 
purpose of creating identification. In order to create identification, the organisation concerned 
must be willing to implement a continued corporate identity programme with a special focus on 
the internal stakeholders. This will assist in keeping the employees spirits high in relation to the 
organisational values and their continued implementation in the workplace.  
4.2.2 Analysis of responses through focus group interviews  
The study includes one to two hour in-depth focus group interviews conducted with about 10 to 
15 participants. Participating in these discussions were employees of the department from three 
different offices. The participants consisted of employees from the lowest level of employment to 
the highest. The interviews were held separately at the identified offices. The focus in these in-
depth interviews was on gaining further insight on the extent to which members of the 
  
department identified with the corporate identity of the department. The interviews were 
designed to examine the employees understanding of the department’s vision, its values and 
the extent to which they have been internalised and are expressed by employees as part of the 
department’s corporate identity.  
4.2.2.1 The vision statement and identification  
Ingenhoff and Fuhrer (2010) cite the work of David (1989) who states that the vision mirrors the 
company’s reason for being, in the same disposition Campbell and Tawaday (1990) submits 
that it ought to answer the question “where is our company going?” Overall, the mission and 
vision statement according to Leuthesser and Kohli (1997) provides a significant channel for 
communicating essential values and norms to target groups such as consumers, shareholders. 
Because the focus of this study is on measuring corporate identity by analyzing the extent to 
which employees action at work are aligned to the vision, participants were fist asked to detail 
their understanding of the departments’ vision.  
Analysis of interview transcripts for this study revealed that first, participants understood the 
Social Development vision but the limited resources allocated were hindering the process of 
delivering according to the department’s vision. This according to participants is also evident 
when you look into the programme that deals with community development. They (participants) 
suggest that the work of this programme should be conducted in consultation with the 
community, “the communities should tell us how they want to be developed but we end up 
telling them how we want to develop them”. This according to participants is a result of limited 
resources and then the main principle of this programme is ignored. This therefore creates a 
challenge on how the employees view the department based on what it says it does and 
ultimately how it says it wants to be views.     
Employees within the Alfred Nzo District office identified a need for each and every employee to 
commit to the vision and therefore creatively utilise the resources allocated to ensure the 
maximum impact possible in service delivery in line with the department’s vision. This showed 
that employees (those interviewed) at this office do not only understand the vision but they 
believe in it, hence they see a need to apply themselves so that it can be achieved.     
This brings us to the question of the extent to which they believe in the departments’ vision. This 
question was asked to examine the actions taken by those who understand the vision. During 
discussions this question also included issues that relate to the communication of the vision by 
  
management to all employees of the department. Though participants admitted to 
understanding the vision of the department, it was also noted that the identification process 
might occur faster if the vision statement were to be unpacked to all members of the 
organisation for internalisation. A vision according to Puth and Steyn (2000) is the ‘big 
organisational picture’ and must be lived every day by each individual organisational member. It 
communicates that which makes the organisation special and which sets it apart from the 
competitions. Therefore the department needs to commit to communicating the vision of the 
department regularly to its employees to ensure internalisation and ultimately the success of the 
organisation.  
Many interviewees stated that though there is one department, its work is not coordinated 
therefore an employee cannot be able to identify the links between their individual work and the 
broader mandate of the institution. This limits their scope of thinking in terms of seeing the 
dotted lines that lead to the attainment of the vision.  
It was also revealed that the vision is most visible on printed material or electronic publications 
and those channels somehow are irrelevant because the documents cannot answer any 
questions that arise from the reader. The vision according to the respondents needs to be 
unpacked and discussed in ways that will make it stick to the minds of the receivers. This led to 
the conclusion on the part of the respondents, that the employer or management think that 
when the vision is on the notice boards and all the statutory documents it has been 
communicated.  
It also came out strong that for the employees, communicating the vision means not only putting 
it on posters but actively engaging all employees on its meaning and its implications for each 
employee’s line of function.  
Respondents proposed various ways of improving the manner in which the vision is 
communicated and the following are some of their suggestions: 
 Unpack the vision so that various sections and individual employees must be made 
aware of how their individual work contributes towards achieving the broader strategic 
vision of the department and for them to understand the importance of their 
contributions. 
 Communicate the vision constantly; express the vision in an engaging and attention 
grabbing way.  
  
 There must be internal communication campaigns aimed at increasing awareness and 
support for the vision.   
 Engagement of all employees on discussions and clarifying sessions with regards to the 
vision so as to acquire inputs from all employees of different levels. This also helps 
employees understand the vision more clearly and thus improve service delivery and 
goal achievement. 
Literature (Ingenhoff and Fuhrer: 2010) states that a vision-driven approach which refers to 
corporate mission and vision as the basis and core of corporate identity management requires 
first, the communication of mission, vision, and philosophy inwardly and outwardly. Quoting the 
work of Melewar (2005) they (Ingenhoff and Fuhrer: 2010) suggest that it is also crucial to plan, 
implement and maintain corporate visual identity systems, marketing communication activities 
and more importantly in relation to the current study, behavioural forms in order to express 
company values. 
Due to the fact that the department has not taken time (according to the interviewees) to unpack 
and reinforce the meaning of the vision to internal stakeholders, the results reveal that the vision 
has had little impact in terms of promoting identification with the organisation. 
4.2.2.2 Characteristics of Social Development 
Discussion with employees during all three focus group interviews revealed that within Social 
Development, there still exists an air of bureaucracy that is hindering the process of 
identification. This according to employees is shown in the manner in which the department 
deals with its employees especially those occupying lower positions. They further state that rank 
is still the main focus when dealing with employees, how you are serviced depends on who you 
are and what position you hold within the organisation. 
This according to participants is contrary to what they (employees) are expected to do when 
dealing with external clients (community members, external service providers etc.). To them the 
slogan of “building a caring society” only refers to external clients, that caring community is not 
being built within the department so that it may be shown from inside out.  
This therefore points out that the department is unable to behave in the manner that supports its 
vision and furthermore is not able to put much value to its employees through its actions.  
 
  
4.2.2.3 Identification through corporate values   
Corporate values according to Puth and Steyn (2000) are sets of beliefs that determine 
standards of practice. The commitment and energy of the organisation’s members are fuelled by 
the values that drive the organisation. They serve as a code of ethics for operating the business 
and as criteria against which members can test future decisions, ensuring that there are no 
significant differences between internal and external messages.  
For the purpose of this study questions asked were as follows; Do you know and can you 
remember the values and principles of the department? What do you think about it? Can you 
identify with it? Do you think all Social Development employees can identify with it? Does it 
match the identity of the district / head office? To what extent are the values and principles 
entrenched in your daily operations? How do you make these values practical within the 
Department? How has the way in which the department has communicated the values in the 
past made it easy for employees to live them?  
With regards to the institution being studied and the extent to which its employees understand 
and apply values of the department, discussions that ensued revealed that the values are not 
known by “heart” which therefore reveals a gap in the internalisation process.  
Urde (2009) suggests that all established corporate brands have core values making up the 
backbone of their track record – whether those values are rooted internally and to what extent 
they are perceived by the outside world. In this study though, the focus is on the extent to which 
those values are perceived internally. The importance of the focus of this study with regards to 
corporate identity / branding is further emphasised by Urde’s (2009) belief that, “a corporate 
brand cannot be stronger externally than it is internally. This perhaps puts much value into the 
internalisation of an organisations identity by its employees which may result in identification 
with the institution. 
The results of the study showed the department’s values are not at this stage rooted internally, 
in that employees bring in their own family values and principles and use them in the workplace 
therefore personal values dominate more than institutional values.  
On the other hand due to professional reasons, social workers are obliged to uphold the value 
of “honesty”, “respect” and “confidentiality”. Though, these form part of the departmental values, 
according to some of the social work professionals interviewed, it is mainly on the basis of the 
profession that these have been internalised. Even so, constant application of these values is 
  
hindered by the limitations in terms of inadequate infrastructure. This therefore means that 
these values might not be fully expressed to clients over a period of time. For example due to 
infrastructural challenges within the department, social workers are not able to interview their 
clients in private at all time and the documents are not fully safe guarded which therefore 
violates the principle of confidentiality.   
Discussing the issue around the communication of the values, participants revealed that, the 
values are only available on the departmental website, intranet and some other statutory 
documents. Participants stated that even the basic act of hanging them on the walls in not 
always observed within the institution.  
A constant reminder about the values on the walls for the benefit of employees and clients alike 
will go a long way in terms of increasing identification with the corporate identity of the 
department. Participants suggested that a constant reminder will revive one’s consciousness 
and remind “us” of who we are and what we need to achieve. Create awareness using various 
channels, so that the employer might be able to reprimand, where necessary, those who have 
been found to have acted against the desired values 
The interviews revealed that beyond communicating the values through posters, websites etc. 
they should be unpacked so that they “speak” to employees. This therefore according to 
respondents may lead to employees living the values and apply these in their daily operations. 
This suggests a willingness on the part of the employees to identify with the set values of the 
department.  
These interviews also revealed that currently, there is no one way of doing things at Social 
Development; therefore the manner in which a client is handled differs from one person to the 
other. The behaviour of the department’s employees may not fully express the institutions 
values and principles.   
4.2.2.4 Employee perceptions regarding organisational identification   
The discussions revealed that, the origins of the department of Social Development might have 
played a significant role in the organisational identification process as it is. Respondents noted 
that identification currently is more with professional groupings and function based than with the 
entire institution.  
  
The history of the department is that of an institution mandated to provide social welfare 
services through a social work orientated workforce and therefore the dominance of the 
profession within the department is very high.  A situation therefore exists wherein, employees 
identify strongly with their own programmes, especially when it comes to service delivery 
programmes e.g. Social Welfare Services and Community Development. This is to an extent 
that a perception exists regarding tensions between Community Development practitioners and 
Social Work professionals.   
The implications are such that one programme may view itself as being more important than the 
other. This therefore suggests that there is a greater need to expose the employees to the 
corporate identity of the department in its broadness. Expose employees to the various parts of 
the organisation and present to them a united organisation that depends on various disciplines 
for its success.  
4.2.2.5 Recognition, Appreciation and Communication 
Discussions revealed a need for recognition and appreciation of the human resource by the 
department, regardless of rank/ level of employment. Participants suggest that there needs to 
be a public show of appreciation with respect to employee achievements.    
The discussions also revealed a lack of communication in that, participants highlighted that, foot 
soldiers (people doing the actual work) are not heard nor given a platform to voice their views 
on issues, even those that relate to service delivery. Therefore the top down approach is 
hindering any sense of unity that might develop. 
They further revealed that there is no feeling of oneness within the department from local to 
head office. At local office level, employees identify strongly with their own programmes. Each 
employee is focusing on his/her key performance areas (KPA) without considering how his/her 
own function feeds on the other or how they complement each other towards the attainment of 
the department’s vision. Simply put, there is no clear effort to work together towards the 
realization of the broader mandate.  
Discussions with employees at Nelson Mandela and  Alfred Nzo district offices showed that 
there is also no feeling of unity as the head office behaves like ‘big brother’ instead of 
appreciating the work that is mainly done from a local service point and treating each other as 
colleagues. 
  
The department, according to participants needs to understand and apply the basic principles of 
people management; listening to the views of the employees and then giving guidance on what 
needs to be done. Treat each other with respect and equally no matter what level one occupies 
in the department. Communicate with staff on issues that affect them and those that affect 
service delivery.  
Participants identified a need to do away with the red tape and beaurocracy that they claim still 
exists in the department and the public sector in general. This they suggest is characterised by 
the high levels of autocracy that is practiced from the highest level of the department and 
passed on until the lowest level.  
For the department to present a single united organisation that will be positively viewed 
internally and positively impact on its image, it needs to take a decision to implement an internal 
branding programme. The success of the programme will also depend on the shared 
responsibility between the Communication Directorate and the Human Resources Directorate 
these issues impact on both their competency.  
4.2.3 Analysis of responses through individual interview 
Individual interviews were conducted with senior managers from three departmental branches 
(programmes) namely; Administration, Developmental Social Welfare Services and Community 
Development. The entire senior managers are located at the department’s head office in King 
William’s Town. The respondents were randomly selected based mainly on their availability. The 
interviews were conducted on the same day, taking a maximum of 30 minutes.  
The following sections presents data collected during these interviews and the section has been 
subdivided to cover the main issues discussed.  
4.2.3.1 Manager’s role in promoting the Corporate Identity of the department  
The interviewees stated that the role of the senior management in promoting the department’s 
corporate identity is to uphold the values and principles of the department. However, one senior 
manager stated that they can only be able to do so when they themselves identify firstly with the 
identity of the department. The manager identified a need to bring them (senior managers) to 
speed so that they can be able to promote the department’s corporate identity.  
According to this manager who is a member of the administration programme, most members of 
senior management do not exhibit an understanding of the vision of the department or why it 
  
exists. He suggests that to these members their entry in the department is just about ‘bread and 
butter’ issues and it does not translate to fulfilling the purpose of the department.  
It was noted that the new breed of senior managers who are coming from different backgrounds 
are mainly those still struggling to understand fully the vision of the department. This according 
to the interviewee is a result of the fact that there has been little or no opportunity for them to be 
appeased or inducted about the role of the department and how the department wants to be 
identified. It was suggested that, if they understand and identify with the corporate identity of the 
department it would first show in the manner they deal with their employees.   
Other discussions also revealed that the role of senior managers is to implement the mandate of 
the department in line with its vision, ensuring that at all times they lead by example as their 
subordinates are looking at them and they are likely to emulate the behaviour of their managers. 
Beyond being exemplary, one senior manager pointed out that their role also includes instilling a 
sense of pride in belonging to the department to their subordinates.  
Encourage employees to raise the standard at all times and consistently work together to 
achieve the goals of the department. Instill a sense of responsibility towards the achievement of 
the vision. Encourage professionalism in the manner in which all employees present themselves 
to internal and external stakeholders.  
Given that employees of an institution come from different backgrounds and will identify 
differently to various elements that impact on identification within an organisation, members of 
senior management according to interviewees have a responsibility to ensure that new 
employees of various branches undergo training that will give them a clear view of the 
department beyond their key performance areas. This training, it was suggested must also be 
continued at various intervals throughout the life of an employee within the department to 
ensure that they do not lose sight of the main goal and therefore increase levels of identification. 
Beyond the government’s induction process, all interviewees believed that there is a need for a 
departmental specific induction programme to be instituted for the benefit of all new employees.  
According to interviewees, senior managers have a responsibility of initiating and deciding on a 
structured programme of portraying the “who are we?” of social development. But, firstly there is 
a need to unpack in particular what the organisation means by developmental social welfare 
services and community development. For the programme that deals with social welfare 
services because the programme is built on social work professionals, they identify strongly with 
  
their group. On the other hand, the community development programme according to one senior 
manager is still grappling with its own identity.  
The integration of the work of these two services delivery programmes, according to one senior 
manager would close the gaps in identification. This is to ensure that they do not see each other 
as separate entities but as part of one department as they are servicing the same group of 
people.  
With regards to programme one (administration), it was suggested that there is a 50/50% of 
identification in this branch as the financial service branch (which is the biggest) has showed, 
according to one senior manager, an understanding of the vision of the department. This is 
showcased by the fact that they are able to create budgets that talk to the people (service 
delivery). The 50% that might show a gap in terms of identification need to be re-orientated. The 
manager believed that this is a group that is office bound and therefore from time to time they 
need to be exposed to the realities on the ground so that they can be able to see where their 
efforts or lack thereof goes to.  
The other area that is said to increase identification is when members of the organisation are 
aware of how good their organisation is performing. The role of senior management according 
to interviewees becomes that of constantly sharing information with regards to the performance 
of the department to employees at all times. Though, quarterly, half yearly and annual reports 
are submitted and in the case of the latter two produced for tabling to the provincial legislature 
to account, the same are not formally shared with the entire workforce so that they can 
understand the progress of the institution in terms of its programme of action. This therefore 
creates a situation where the left hand is not fully aware of what the right hand is doing. 
One participant indicated that the department’s identity becomes lost when the department’s 
budget for compensation of employees exceeds the budget for service delivery. The manager 
stated that the department currently has more employees than financial resources to support 
service delivery which creates challenges in terms of identification. The manager suggests that 
when the department is not able to fully deliver on its mandate its reason for being is then lost in 
the mist.   
The discrepancies with regards to the current state of affairs within the department in relation to 
what it does and what it says it does need to be addressed to increase opportunities for greater 
identification. Furthermore, the manager’s role in this process of identification becomes very 
  
critical, in that their behaviour is important in promoting corporate identity and ultimately 
encouraging organisational identification.    
4.2.3.2 Extent to which the departmental values are relevant  
According to the members of senior management interviewed, all the current departmental 
values are relevant. One interviewee suggested that if the number of values were to be reduced 
the following will be the values she would like to see still; accountability, culture of honesty, 
professionalism and loyalty.  
Another one suggested that he would like to see the following values retained; sense of 
belonging as this will encourage a sense of pride towards belonging to the department and 
motivate employees. According to this senior manager, if you do not eat pork you will have 
challenges in marketing it, therefore if you do not identify with the department you will not be 
able to promote it.   
Professionalism, high standards of service delivery, acceptance of responsibility and 
accountability are some of the key values that should be promoted within the department. The 
manager cited that honesty and integrity is embedded in the value of responsibility and 
accountability.   
To these managers therefore, the current values of the department are relevant but reducing 
them would make it easy to internalise and therefore those cited above are the most important 
values for an institution such as Social Development.  
These discussions imply that there is a need to work on the departmental values, whether it will 
be a process of promoting the existing values or a process of reviewing the existing ones will 
depend on the department. In a nutshell, programmes aimed at promoting the values are very 
important for involving and motivating employees to support the department’s values.   
4.2.3.3 Departmental values vs. personal values  
One senior manager expressed that her own values are not separate from the values of the 
department. She suggested that this had to do with her professional background as a social 
worker and explained that, “As a professional social worker, I cannot suddenly separate my life 
from the work that I do,” she said. To illustrate this, the senior manager shared an e-mail she 
had received concerning her engagements outside the office. In the e-mail, the writer expresses 
  
his gratitude for the manner in which the senior manager had conducted herself during their 
social engagement.  
“Let me take this opportunity to express my gratitude on the professionalism, the down-
trodden spirit, the passion to educate and empower; unprecedented  motherliness, the 
balance of theory and practice of what a Social Worker is and so a many more attitudes 
and attributes which are positive for human relations and development.” (E-mail – 
accessed 12/12/2011) 
This e-mail is quoted to further expatiate on the views of this senior manager regarding her 
personal values and the values of the department. The interviewee suggested that she 
subscribe to the principle that suggest that she should be a representative of the department 
and positively portray its identity even after hours.  
One senior manager noted that he cannot be able to give to the community in the same manner 
that a social worker does but the focus for him it to ensure the work that he does is of high 
standards and a sense of belonging resonates with him.  
He suggested that, the young generation needs the institutional memory; the history of the 
department therefore is important so that we can learn from it and build from it. Continuous 
improvement in terms of standards of service delivery is important and all members of the 
organisation have to strive for better all the time.  
All the senior managers felt that it is important to live the value of the department within the 
workplace and positively portray them even outside the office. They suggest that because some 
of them are basic human values that should be observed by people this should not be really 
difficult to achieve.  
Consequently, to prevent employees from viewing the values of the department as just a 
statement, the story behind the values within the department must be told in a manner that will 
be understood by all within the organisation.  
4.2.3.4 Extent to which communication environment is conducive to promotion of values  
The interviews revealed that management is making strides to create an environment that 
positively contributes to the strengthening of internal communication but too many internal 
challenges are hindering the progress made. The results of the study revealed that most of the 
  
time the focus is on the actual work or service that must be delivered and little or no time is 
dedicated to what might be viewed as softer issues.  
A very important thing to note within the department is that, due to the rural nature of the 
province and the challenges with regards to infrastructure it has proved difficult to fully take 
advantage of some of the channels that have been brought about by the changes in technology. 
For example, there are still offices within the department that do not have sufficient computers 
connected to the organisations network. Therefore online communication does not fully service 
all the employees of the department.  
During the interviews, it was revealed that an internal communication plan of the department 
should take all of these into account, so that information can be channeled through the relevant 
channels taking into account the different dynamics of each office.  
One senior manager proposed that the department can start to formally introduce the vision and 
mission and values of the department to its employees when they get their appointment letters. 
He suggested that they should form part of the content and later on be unpacked during the 
induction programme.  
The managers acknowledged that the management systems within government still have a 
certain level of beaurocracy which at times hinders the flow of information from top to bottom, 
bottom-up and horizontal. A favourable communication environment will allow all forms of 
communication to happen and is believed to increase levels of understanding and in turn is 
believed to increase identification within an institution.  
4.2.3.5 Application of Batho Pele principles in the work place 
The senior managers were in agreement that the Batho Pele principles are applied in the daily 
operations of the department.  
The senior manager within community development stated that due to the nature of the service 
they deliver and the goal of the programme, the following principles become critical in their daily 
operations; 
 Consultation - interact with, listen to and learn from the people you serve.  Public 
servants should make sure that they stay in touch with the people they serve, by finding 
out what services they need, how they would like their services to be delivered and what 
they are dissatisfied about. Consultation is meaningless, unless it is fed back to the 
  
management so that they can change the system, or take the steps needed to improve 
the service given to the customers. 
 Transparency - It is very important for the Public Service and administration to be run as 
an open book. The Public Service is there to serve the people and they have a right to 
the services it offers. Many people, especially poor people, do not yet have access to 
things like free basic services, or social grants, simply because they do not have the 
information to access it. The people also have the right to know how decisions are 
made, how a department works, who is in charge and what its plans and budgets are.  
 Value for money - It is very important that public servants do not waste the scarce 
resources of government and that they deliver a service that is as cost-effective and 
efficient as possible. It is their duty to inform management of any wastage of resources 
and to look for ways of saving money and time, without compromising the quality of the 
service delivered to people. (www.info.gov.za)  
Other interviewees stated that it is not all the time that the principles are applied; this is due to 
the fact that there are those employees who do not identify with the department. Therefore 
when they do not identify the principles go out of the window. For example, when an employee 
working in rural areas applies for a subsidized vehicle, instead of ordering a vehicle that will be 
able to perform in those dirt (gravel) roads they order one that suite their personal needs. Value 
for money is not observed in that government is mainly assisting employees to buy vehicles to 
ensure that they are able to perform their duties. Access to information and accountability is 
also hindered in the sense that, the employee is expected to visit various communities to inform 
them of government programmes and account about how government is conducting its 
business. 
However, it was revealed that there is still a huge gap in the application of the values internally. 
Interviewees suggested that the department has not necessary moved to an extent where it 
puts much value to its human capital and therefore treat them as internal clients. The managers 
revealed that, to a certain extent treatment towards internally depends on the person who is 
serviced at that particular time. 
Therefore if the department is not able to apply these principles to its internal clients, it is likely 
that even those employees who see the value in the application of the principles to the external 
clients might tire and see no point of doing so.   
 
  
4.2.3.6 Attributes that describe the department 
According to all the interviewee, the department’s strongest characteristic is that of a caring 
organisation. This they suggest has been highly promoted by the current leadership that is 
constantly encouraging employees to use even their own resources (financial and time) to 
support the work of the department.  
They cited a couple of social responsibility programmes that have been initiated and supported 
by the employees of the department through their own financial resources. Similarly to the views 
of employees who participated in focus group interviews, the senior managers also noted the 
fact that external stakeholders, particularly the poor and vulnerable still view the focus of the 
department as that of delivering of social welfare services, through payment of social grants, 
facilitating the establishment of co-operatives. The department has not been able to rebrand 
itself according the service it now delivers after the removal of the social security branch which 
was dealing with social grants.  
One senior manager stated that if the department were a for profit organisation then it would be 
long gone because of its inability to focus on service delivery utilising the principles of its service 
delivery model.  
So in order to have one understanding of the department and therefore for employees to 
positively view the department an internal programme to promote the department’s corporate 
identity must be implemented. It is only when employees fully understand what the department 
is about and how best to portray its identity internally and externally that all stakeholders may 
truly say that the department is a ‘caring’ organisation. 
4.2.3.7 Attributes that should describe the department 
Given the current state of socio-economic activities in Eastern Cape communities, the senior 
manager within community development suggested that one of the attributes that should 
describe the department in the nearest future is development. She suggested that there is a 
need to strengthen the department’s community development arm, so that it can be a “facilitator 
of development” and be resourceful whilst participating fully in rural development. 
Collaboration with external stakeholders that specialises on some of the areas that are not the 
department’s specialty would promote the characteristics that the department should be known 
for in the future. Such stakeholders should include the Department of Environment Affairs, 
  
Economic Development and Tourism and the Department of Agriculture and Rural Development 
for assistance in developing business plans and establishing sustainable food security 
programmes. Partnering with the private sector in order to tap into its Corporate Social 
Responsibility fund is also critical for the department. All of this according to the senior manager 
would be done to ensure that the face of the department is changed and becomes known for its 
work in developing communities. This however, should be complemented by the department 
being able to care and protect the poor and vulnerable members of its community.  
To further enhance the identity of the department, it was noted that there is also a need to listen 
to all stakeholders and get their views on how they perceive the department. In this way the 
department will be able to truly focus on its work in the manner in which it should be delivered 
and by listening to stakeholders, it would be able to gauge if there is a need to change ‘gear’.  
4.2.3.8 Role of internal communication to increase unity and pride amongst employees 
To increase unity and a sense of pride in belonging to the department some interviewees 
suggested an effective programme of appreciating employees. Encourage integration of 
services delivered by various units. Promote the work of the department and share good news 
stories. The participants strongly suggested that all employees of the department, across the 
three programmes and across the province need to be provided with enough information on 
what others are doing and what their successes are. For example, employees in Alfred Nzo 
should know about the successes and even challenges of those situated in Nelson Mandela 
Metro. 
They further suggested sharing of best practices between various components to ensure 
success of the entire organisation. Interviewees suggested that these issues should not only be 
discussed at Top Management or In-year Monitoring Meetings, but also through various internal 
communication platforms e.g. intranet, internal circulars, staff meetings etc. to create a sense of 
unity and pride in belonging to the organisation.    
While the department has had an intranet portal for a number of years, the managers noted that 
there is still a challenge in terms of increasing ‘traffic’ towards the site or even to get people to 
read the content. Therefore, it was suggested that a communication plan should be designed to 
create more awareness about this information platform. This they suggest is not going to be 
easy as each and every employee is mostly engrossed with his/her functions to an extent of 
being ignorant about what is happening around them. One senior manager suggested that a 
  
creation of information sharing platforms such as a blog on the intranet could assist so that 
employees can learn of each other’s experiences.   
The senior manager within Developmental Social Welfare Services noted that, currently a blog 
for social workers is available on the intranet where they could share information and best 
practices with regards to various cases they are handling. However, according to the manager 
this is not optimally utilised by even those social workers with access to intranet.  
Moreover, they emphasised a need for a deliberate effort to continuously communicate 
messages that promote the vision and values of the department. In her research, Golubova 
(2005) states that in order to avoid the employees “forgetting” what values and principles the 
organisation stands for and to prevent the spirit from going down – you need to “work on it”.  
The interviewees suggested that, due to lack of consistent and effective communication effort 
within the department, employees at lower levels and especially those who are situated at 
satellite (district, area and service office) offices of the department might feel left out and 
therefore not strongly identify with the organisation. It was suggested that it would be for the 
benefit of the department if it improved its internal communication systems to ensure that 
information reaches even those situated in the far-flung areas of the province.  
The introduction of dedicated staff to deal with the management of communication at a district 
level was viewed as a step towards the improvement of communication at that level. The 
participants suggested that, the fact that there is now a dedicated warm body to deal with 
communication related issues should drastically turn around the situation. However, they 
suggest that management has a responsibility to feed the communication officer with relevant 
information to disseminate to all employees at that level. 
Some of the activities that can be introduced to strengthen internal communication for the 
purpose of increasing a sense of unity and pride include an introduction of appreciation awards. 
Ensure that employees are given a tap at the back that is not based on a monetary value.  
The discussions revealed that there is a need to invest more on internal communication to 
create a sense of unity within the department and the interviewees are of the opinion that, that 
would be a worthy investment for the growth and success of the organisation.  
 
 
  
4.2.3.9 Messages to be communicated, the manner and the responsibility  
The interviews were conducted at a time when there was an industrial action within the 
department and the case was used as an example to answer this question. Senior managers 
suggested that the key messages that were needed to calm the situation were messages that 
encourage unity and a spirit of working together between employees and management.  
Though acknowledging the role that should be played by labour unions in terms of 
communicating to their members, the senior managers cautioned against abandoning the role of 
communicating during these times to labour unions. Management must be seen to be 
communicating effectively especially during times of crisis to increase the levels unity. This, they 
suggested should be a responsibility of each member of the senior management echelon.  
In a crisis situation e.g. industrial action, the senior managers suggested that corporate services 
and communication should report facts that favour the department, regularly and give details as 
to how far the management is in solving the matters that are raised or have caused the unrest. 
In a nutshell constant positive communication is needed so that employees can make informed 
decisions on their next cause of action.   
Under normal circumstances, it was suggested that messages that promote the identity of the 
organisation should be communicated timeously. There must be constant communication that 
supports the vision of the organisation, whilst encouraging and motivating employees to rally 
behind the identity of the department. The managers suggested that the quarterly magazine of 
the department should include a regular column from the Head of Department (HOD) and the 
Member of the Executive Council to give feedback to employees from the administrative point of 
view and the political point of view respectively. In the process of motivating and encouraging 
employees, it was suggested that the question “what is in it for me” should be responded to and 
clearly articulated by management.   
The study reveals large inconsistencies between the desired corporate identity and the 
interpretation and implementation by many in the organisation. It is therefore important to 
emphasise a need for a corporate identity programme to be implemented within the organisation 
lead by management with the entire staff population being involved in the process as much as it 
is possible.  
  
Strengthening the efficiency and effectiveness of the department’s internal communication 
process and allowing for meaningful conversations to take place between management and 
employees will be very important for the department going forward. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
CHAPTER 5: SUMMARY RECOMMENDATIONS & CONCLUSIONS 
5.1 Introduction  
Concluding the research study, this chapter provides an overview of the research findings 
including the limitations encountered during the study, the primary conclusions drawn from data 
analysis and recommendations that can be made based on these conclusions. Recognising that 
the research concluded in this study reflects only a small portion of the potential research within 
the field of corporate identity and identification especial in the public sector. Therefore, 
additional areas for future research is highlighted.  
5.2 Limitations encountered during the study 
Minor limitations were encountered during the study however these limitations did not severely 
affect the outcome of the research in anyway. Below are some the limitations encountered 
during the research process.  
 The fact that the study was conducted in a real life environment meant that the targeted 
audience had its own work to finish in a day and therefore were not able to speedily respond 
to the request to participate in the process by filling a research questionnaire.  
 It was particularly difficult to get all interested employees to gather in one venue at one time. 
This was due to work commitments for participants; as a result a focus group interview 
scheduled in the Nelson Mandela District had to be postponed for another time. This 
resulted in the researcher incurring travelling costs and some other potential respondents 
pulling out. 
 The data collected was hand written while conducting an interview. This was particularly 
challenging for focus group interviews as it was impossible to use a tape recorder due to the 
design of the boardrooms that were utilised for such interviews.  
 During most of the data collection period, the researcher had to double as an interviewer 
and taking notes at the same time. This might have resulted in some points being missed 
during the interview. 
Each of these limitations was managed effectively and did not significantly interfere with the 
capturing of the data nor did it interfere with the course of the research or the results thereof.  
 
 
  
5.3 Summary of research 
This study provided insights into the extent to which employees identify with the constructed 
corporate identity of the Eastern Cape Department of Social Development in terms of behaviour. 
The study aimed at assessing the levels to which employees of the department identify 
(understand) themselves with the elements of the department’s corporate identity focusing 
mainly on the vision and values as drivers of identification within the department. To address 
this research aim a set of research objectives were devised which helped guide the 
development of the research. These research objectives addressed in the study include:  
 To analyse the extent to which employees understand the department’s corporate 
identity, 
 To analyse the extent to which employees identify with the constructed corporate identity 
of the department, 
 To determine the extent to which employees are willing to support the constructed 
identity through appropriate behaviours. 
In order to fulfill these research objectives and answer the research question, a case study 
research was conducted utilising self-administered questionnaires, focus group interviews and 
individual interviews were also conducted to collect data for the study. The case study consisted 
of the results of the questionnaires and both interviews conducted linked to each of the 
variables that were researched.  
5.4. Research conclusions  
From the results of the case studies which were assembled and analysed and the theory from 
the literature review, several conclusions and recommendations were made which may help 
guide future researchers in the study of corporate identity and identification in government 
institutions and private sector organizations.  
The research was conducted based on the four variables that are said to impact on corporate 
identity and identification, namely employee communication, job satisfaction, corporate culture 
and perceived organisational prestige.  
Several points were found and they are discussed below and the concept of corporate identity 
and identification will also be further discussed:  
 
  
5.4.1 Employee communication 
Employee communication when properly planned, effectively implemented and managed can be 
very useful in creating identification between an employee and his/her organisation. However, 
for internal communication to be effective it has to be driven from the highest office in the 
organisation and not be left only on the hands of corporate communication practioners. Another 
point that is very critical is to ensure that the communication is consistent and responds to the 
information needs of the employees. 
Overall internal communication is critical to induce a feeling of unity and pride within the 
organisation, whilst improving overall performance and creating chances of organizational 
success. Harrison (2000) suggests that internal communication may improve employee 
performance, make information more manageable, create a platform to provide feedback, 
improving participation and team spirit and as a preparation for crisis management. The study 
therefore agrees with the belief that a winning organisation is largely dependent on how well it 
communicates to its employees.  
The researcher recognizes the high levels of employees who are satisfied with the information 
they receive from their immediate supervisors with regards to their individual performance. 
However, they suggest that for identification to occur, employees must be aware of the overall 
performance of the institution and how they (as individuals and various units) have contributed 
towards that. In that way they are bound to see their full participation and appreciate the work of 
the department.  
Since an organisation is made up of individuals who are members of various communities 
before they become members of the organisation, this study proposes that a good internal 
communication programme will empower organizational members to eloquently articulate the 
position of the institution on various issues concerning their communities. The voice of someone 
from the inside therefore might help build a positive image of the institution and therefore a 
positive reputation of the organisation.  
While internal communication is applied, it is critical to note that for identification to occur based 
on the vision and values of an organisation, these need to be creatively unpacked to members 
and their role in portraying the correct identity of the institution be outlined.  
Harrison (2000) state that in times of crisis a good internal communication programme can turn 
adversity to advantage. One of the critical findings of this research was that within the 
  
department internal communication is not effectively implemented and senior managers warned 
that this is a worrying factor as the role of communicating on issues affecting employees is at 
times relinquished to labour unions and therefore an official position of the institution is not 
communicated by members of senior management directly to employee. This is supported by   
Haywoos (1991) cited in Harrison (2000) as emphasizing that ‘managers must manage’ and not 
abdicate their responsibility of employee communication to trade unions, whose interests he 
perceives as very different from those of the company.  
Moreover, the environment within which communication is occurring is also critical, for example 
if employees view management as being accessible to them and they trust the information that 
is circulated within the organisation, even in times of crisis they will have a basis to trust 
management. This is also likely to increase commitment to resolve whatever problematic issues 
creating an impasse between management and employees.   
5.4.2 Job satisfaction 
An examination of job satisfaction within the institution that was under review based on the 
responses of the employees surveyed showed a number of employees who were not sure about 
the extent to which they are satisfied with the jobs they are doing. With regards to job 
satisfaction and corporate identity, literature reviewed showed that employees who are satisfied 
with their jobs are likely to support the organisation by supporting its activities and portraying 
behaviour that is in line with the institution. In the case of Social Development this might not be 
the case due to the numbers of employees who view their jobs as just “jobs” and cannot 
express a definite opinion about their levels of satisfaction.  
Whilst there are a sizeable number of those who have shared that they are satisfied with their 
jobs, the number of those who are not sure should be worrying for management, human 
resource practitioners and corporate communication managers at the same time. This indicates 
that there might be a broken relationship between employer and employee and therefore if that 
relationship is not there, employees are unlikely to identify. They will just work because, frankly 
they need the money. 
 
 
 
  
5.4.3 Corporate culture  
The corporate culture within the department, specially looking at it from the point of programme 
two (Social Welfare Services) employees is based on the history of the profession and its 
values. These are what Puth and Steyn (2000) refer to as “the basic assumption made by 
employees about what is acceptable and what is not”. These are values shared within the social 
work profession and they influence the behaviour of this particular professional grouping.  
Overall, because the values of the department are not unpacked or communicated so that they 
“speak” to employees the research found that within the department the behaviour of the 
general population of employees is largely based on their personal values and not the 
institutional values. Therefore, currently, the institutional values are not properly providing 
meaning, direction and basis for action as Puth and Steyn (2000) suggests they would.  
On the good side though, there seems to be a willingness and commitment from the employees’ 
point of view to act in ways that promote the department. This is indicated by their positive 
attitudes towards the application of the Batho Pele principles which are the broader values of 
the public service and should be lived by employees on a daily basis.  
Martin and Hetrick suggest that it is not only the formal communication of corporate identity and 
image which is important but also the informal impressions created by managers and 
employees in the normal day to day conduct of their work. Therefore when employees exhibit 
behaviour that supports the culture of the organisation and ultimately its corporate identity, then 
identification would have occurred internally. 
5.4.4 Perceived organisational prestige 
Employees within the department measure organisational prestige primarily based on how well 
they are treated by senior management. Though communication about the function of each 
individual seems effectively managed, this might have to do more with the job function of the 
supervisor that with a broader view of creating unity through employee communication. 
Whilst employees indicated their enthusiasm to support the Batho Pele principles in the manner 
in which they do their jobs, the focus group interviews revealed that internally the same 
principles are not practiced towards the internal stakeholder. For example, employees shared 
that when dealing with issues that concern them (employees) as clients, courtesy, access to 
  
information, consultation and other principles are not implemented. Based on these points, the 
reputation of the department in the eyes of the employees seems to be negative. 
At a secondary level, employees of the department might formulate their opinions regarding the 
prestige of the organisation based on how the department is portrayed in various mainstream 
media channels. This however, was not examined in the research and therefore its impact on 
the opinions of the employees is only based on theory. 
5.5. Research recommendations  
Based on the analysis of the results the following recommendations are made: 
Firstly, because the study has revealed that there is currently no management effort to direct the 
way the department is viewed and identification happens haphazardly on its own. The 
department needs to develop a systematic and creative internal branding strategy that will 
unpack the vision and values of the department and promote cooperation and behaviour that 
supports the identity of the department. To make it work effectively, employees of the 
department must be an integral part of process.  
Employees will not become proud of the entire organisation unless they know what the other 
divisions beyond their own are doing. Therefore it is also recommended that the department 
structures and strengthens its internal communication programme to ensure that all 
departmental employees are aware of the successes and best practices of the entire 
department.  
The opinions and attitudes of employees are critical for an effective identification process and 
therefore motivating and encouraging messages are critical to create positive lived experiences 
within the workplace. In this regard it is also recommended that the department establishes an 
employee appreciation programme that goes beyond the Performance Management and 
Development System (PMDS). It is critical that this programme not be linked to money and the 
entire work force also participates in choosing for example employee of the month etc.   
While the main concern of government is on ensuring that quality services are delivered to 
deserving beneficiaries, the executive leadership should not lose sight of the fact that those 
services are delivered by people (public servants) and they also need to understand the 
objectives of government, specifically their respective departments for them to “reflect the 
dignity and aura of a government based on the will of the people” and therefore supports the 
  
desired corporate of their respective government institutions. Therefore if public servants feel 
connected and unified through the government corporate identity programme, they will help 
government deliver on its promise to its stakeholders (beneficiaries) consequently project a 
positive image of government.   
5.6 Opportunities for further research 
The field of corporate identity and identification within the public sector has not been researched 
much especially within the South African government. This study looked at a vision and value 
driven approach to corporate identity. The focus was on examining this concept based on the 
behaviour, attitudes and opinions of the departmental employees. 
The study provided an overview of the impact of employee communication, job satisfaction, 
corporate culture and perceived organisational prestige on corporate identity within the Social 
Development environment. It is acknowledged that while the research provides a useful 
perspective on the concept, further research in the field is required, especially in the public 
sector. This may include but is not limited to: 
 An analysis of the impact of news media on the identity of government.  
 An examination of the role of Human Resource Management and Corporate Communication 
as strategic partners in promoting corporate identity in the South African public sector 
organisations. 
 An analysis of governments’ visual corporate identity strategy and its impact on its reputation 
based on the views of its external stakeholders. 
5.7 Conclusion of study  
The study has investigated a portion of the role that employee communication, job satisfaction, 
perceived organisation prestige and corporate culture play in the process of identification. This 
can be described in the following way:  
This study certainly confirms that internal communication or employee communication is a 
critical factor that contributes to identification. In service organisations the quality of the service 
being delivered is critical in measuring identification because if employee identify with the 
organisation they will be more willing to support its vision. However, the actions of senior 
management are also critical as employees are more likely to emulate the behaviour of the 
leadership if they feel that there is something in it for them. 
  
On the whole, corporate identity and identification is a complex concept which rests on the 
emotional experiences of the target audience. 
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